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Rough Proofs 


Princess Marina signed some Pond 
testimonials, but may have to re- 
tract them now that she is to join 
the British royal family. Exile has 
its advantages. 
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The publicity which Pond’s should 
get as the result of canceling its ar- 
rangement with the ex-princess may 
be worth even more than the pub- 
lished testimonials would have been. 
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Germany is prohibiting “immoral 
advertising” in behalf of moving pic- 
tures. The Catholic League of De- 
cency is getting support from an 
unexpected source. 


7. - 


Mae West’s new picture, originally 
christened “It Ain’t No Sin,” is now 
given the title, “Belle of the Nine- 
ties.’ But East is still East, and 
Mae is still West. 


a ee 


The moving picture people, of 
course, can still attract some busi- 
ness to “The Belle of the Nineties” 
by reminding the customers that it 
ain't no sin to see Mae West. 
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The film producers would like to 
have the movie fan magazines pipe 
down on the more incendiary phases 
of the love-life of the industry’s 
notables. Why not start a movie 
department in the Sunday School 
Times? 

vvey 


The Western Company’s new ad- 
vertising slogan is, “Cannot scratch 
enamel.” Sounds as though a co- 
operative campaign with Bon Ami 
may be in the making. 
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And now the lumber trade has a 
machine which will make logs for 
fuel out of sawdust. Didn’t the re- 
turn of the saloon take care of that 
problem ? 
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Kroger coffee is now “hot-dated.” 
The co-eds deny indignantly that the 
idea is theirs. 
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Form-Fit ought to make a lot of 
money these days, because its cur- 
rent display card shows that it is 
still very good at figures. 
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_ The poet laureate of the advertis- 
ing field is the Burma-Shave genius 
Who wrote 


He had the ring, he had the flat, 
she telt his chin, and that was that. 
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The idea that only clean-shaven 
sets may possess the ladies of 
tha} : : * . 

‘elr desire is being given currency 


‘XY &@ number of advertisers. Just 
‘nother attack on rugged individ- 
Ualism, 
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blow-out? asks Goodrich. 

: Don't worry,” counsels Goodyear. 
There are lots of more popular 
Waves 


of having accidents than that.” 


vvwy 
No 
On t} 


? 


that Amos ’n’ Andy are back 

job after a summer’s vaca- 
life in Horse Cave, Johnson’s 
and Walla Walla may resume 
ven tenor of its. way. 
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LEGISLATION IS 
SPOTLIGHTED AT 
N.P.A. MEETING 


Publishers Re-Elect All 
Officers 


Shawnee-on-the-Delaware, Pa., Sept. 
12-—Prospects that legislation affec- 
ting advertisers and publishers will 
be an important feature of the next 
Congress were emphasized in reports 
of officers and committees of the Na- 
tional Publishers’ Association, which 
concluded a two-day convention here 
today. 

It was made clear that the pub- 
lishers expect to have to defend the 
industry against the possibility of 
another Tugwell-Copeland bill being 
put through the national legislative 
body; of efforts being made to in- 
crease second-class rates, and of the 
enactment of legislation providing 
for the participation by the United 
States in the international copy- 
right union, with objectionable pro- 
vision for automatic copyrights 
which might prove harmful to pub- 
lishers. 

Because of the possibility that the 
new set-up of the NRA now being 
considered by President Roosevelt 
may eliminate provisions for price- 
fixing, it was felt by the committee 
which has been studying the paper 
situation that present price control 
in that industry will shortly be taken 
out of the hands of the code author- 
ity. 

All of the officers and directors of 
the National Publishers’ Association 
were re-elected, with the exception of 
two directors whose business activi- 
ties have been changed. The officers 
are as follows: 


Two New Directors 


President, William B. Warner, 
McCall Company; first vice-president, 
A. D. Mayo, Crowell Publishing Com- 
pany; second vice-president, P. S. 
Collins, Curtis Publishing Company; 
secretary, F. W. Wurzburg, Condé 
Nast Publications; treasurer, R. W. 
Allen, Allen Business Papers. 

New directors chosen were Fred 
Bohen, Better Homes and Gardens, 
and A. K. Cole, Popular Science 
Monthly. Directors re-elected were 
R. E. Berlin, International Magazine 
Company; Roy W. Larsen, Time, 
Inc., S. R. Latshaw, Butterick Pub- 
lishing Company; Bernarr Macfad- 
den Publications; P. E. Ward, Farm 
Journal. 

One of the most interesting of the 
committee reports was that of 
Walter D. Fuller, Curtis Publishing 
Company, on postal affairs. He said 
that there is a possibility that higher 
second-class rates may be proposed 
in Congress at the next session, and 
pointed out how ineffective such a 
program would be from the stand- 
point of increasing revenues. He 
also analyzed the importance of ad- 
vertising and publishing in provid- 
ing employment, as well as in in- 
creasing the volume of first-class and 
third-class postal revenues. Mr. Ful- 
ler said that because of higher costs 
which the publishing industry is now 
being called upon to absorb, in- 
creased second-class rates would 
prove an intolerable burden to many 
publications. 

Marvin Pierce, McCall Company, 
said that the Cutting-Losse bill to 


(Continued on Page 39, Col. 1) 


RE-ELECTED BY N.P.A. 


NEW 
THEME ADOPTED 
BY DEL MONTE 


Fall Campaign to Stimulate 
Jaded Appetites 


San Francisco, Cal., Sept. 13.— 
With the fruits of its consistent ad- 
vertising evident in its balance 
sheet, California Packing Corpora- 
tion has assigned itself the mission 
of bringing new variety into the 
menus of countless homes. A new 
“find out” campaign will be initiated 


in the November issues of six 
women’s magazines, utilizing four- 


color pages exclusively to portray 
enticing Del Monte canned foods in 
their natural colors. 

During the fiscal year ended in 
1933, California Packing Corporation 
sustained a loss of $4,500,000, and 
it is said that stockholders did con- 
siderable grumbling, wondering 
whether the money invested in white 
space might not better be diverted 
to other uses. 

(Continued on Page 38, Col. 1) 


Frankness Urged As 


Buffalo, N. Y., Sept. 13—Two hun- 
dred of the country’s leading adver- 
tising men representing financial in- 
stitutions of all classes in a four-day 
meeting which closed here this after- 
noon, discussed in detail the vital 
problems confronting them, arising 
out of a generally admitted lack of 
public confidence, on the one hand, 
and the definite threat of continued 
encroachment on private banking 
and investment operations, on the 
other. ; 

Faith in advertising as an essen- 
tial tool in fighting these conditions 
was expressed by scores of speak- 
ers, .although several prominent 
men indicated the difficulty which 
arises out of advertising goods which 
the public at present does not believe 
the banks have to offer, with due 
credit to federal deposit insurance 
for assisting in reviving a sense of 
security on the part of depositors. 

I. I. Sperling, Cleveland Trust 
Company, Cleveland, O., .was ad- 
vanced from the first vice-presi- 
dency of the association to the pres- 
idency at the annual election this 
morning. Other new officers are: 


Other Officers 


First vice-president, Robert W. 
Sparks, Bowery Savings Bank, New 
York; second vice-president, Thomas 
J. Kiphart, Fifth Third Union Trust 
Company, Cincinnati, O.; third vice- 
president, William H. Neal, Wach- 
ovia Bank & Trust Company, Win- 
ston-Salem, N. C.; treasurer, Fred 
W. Mathison, National Security 
Bank, Chicago. 

The new board of directors com- 
prises: 

Alva G. Maxwell, retiring presi- 
dent, Citizens & Southern National 
Bank, Atlanta, Ga.; George O. 
Everett (Business Development), 
First Citizens Bank & Trust Co., 
Utica, N. Y.; Ernest L. Anderson 
(Trust Development), Rhode Island 
Hospital Trust Company, Providence, 


Last Minute 


News Flashes 


Dreft Invades 150 Hard-Water Markets 


Cincinnati, O., Sept. 14.—Following successful tests, Procter & Gamble 
Company has introduced Dreft in 150 cities with newspaper advertising. 
Dreft is described as soapless, ‘‘yet it makes five times the suds of soaps.” 
H. W. Kastor & Sons Company, Chicago, is the agency. 


Ford Motor Company to Sponsor World Series 
Detroit, Mich., Sept. 14.—Paying $100,000 for exclusive broadcasting rights 
on the forthcoming world series between Detroit and New York, Ford Motor 


Company will present the annual classic on both chains. 


It is the first time 


the series has had a commercial sponsorship. 


Maybelline Radio to Cramer-Krasselt 


Chicago, Sept. 
toilet preparations, has been placed 
waukee. 


14.—Radio advertising of the Maybelline Company, 


with Cramer-Krasselt Company, Mil- 


Brown Joins Hommann, Tarcher & Sheldon 


New York, Sept. 14.—Stanley A. 


Brown, formerly a vice-president of 


H. W. Kastor & Sons Company in charge of the New York office, which 
has been consolidated with the Chicago office of this agency, has joined 
Hommann, Tarcher & Sheldon, Inc., as vice-president. 


Greatest Necessity 


Of Bank Advertising 


F. A. A. Discusses How to Meet Public’s De- 


I. I. Sperling 


R. I.; Ruth H. Gates, State Bank & 
Trust Company, Evanston, IIL; 
Harold E. Choate, Liberty Bank of 
Buffalo, N. Y.; E. R. Brown, Hunt- 
ington National Bank, Columbus, O.; 
Allan Herrick, Security-First Na- 
tional Bank, Los Angeles, Cal.; 
Roy H. Booth, Jr., National Shaw- 
mut Bank, Boston, Mass.; 

C. Delano Ames, Maryland Trust 
Company, Baltimore; Albert E. Fel- 
sted, First National Bank, St. Paul, 
Minn.; Stephen H. Fifield, Barnett 
National Bank, Jacksonville, Fla.; 
A. Key Foster, Birmingham Trust 
& Savings Company, Birmingham, 
Ala.; Jacob Kushner, United States 
Trust Company, Paterson, N. J.; 
William G. Rabe, Manufacturers 
Trust Company, New York; G. L. 
Spry, Huron & Erie Mortgage Com- 
pany, London, Ont.; John E. Wright, 
Fidelity Trust Company, Pittsburgh, 
Pa. 

Urges Co-op Copy 


One of the most interesting of the 
speakers outside of the banking 
fraternity was Harrison Jones, ex: 
ecutive vice-president of the Coca- 
Cola Company. He came up from 
Atlanta to tell the convention in 
plain langage that too much mys- 
tery has been made of banking, that 
the mystery should be dispelled by 
straightforward publicity methods, 
and that the banks have indispen- 
sable services to sell to the public. 
His talk is given in detail elsewhere 
in this issue. 

At the same time, the difficulty 
of advertising securities was pointed 
out, in an address by Col. Benj. F. 
Castle before the advertising tech- 
nique departmental headed by Ed- 
win Bird Wilson, New York adver- 
tising man. Col. Castle’s address is 
also given in detail on another page 
of this issue. 

Paul Warburg, widely known 
financial expert, yice-chairman of 
the Bank of Manhattan Company, 
and author af “The Money Muddle” 
and “It’s Up To Us,” declared that 
private banking is on trial for its 


life before the administration, and 
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ae een ee 
that a decision will be reached dur-| which the association has yet held | consumers, producers, distributors 
¢. w~ ing the next few months. That being |resulted from the efforts of E. R.| advertising and marketing specig), 
the case, he suggested that discus-| Brown, of the exhibit committee, ists, and governmental agencies. The 
sion of methods by private bankers | with the aid of a committee in Buf- standard method to be set up shoulg 
<] was somewhat like a condemned | falo headed by Neil D. Callanan, 110 be applicable alike to consume 
f 0 man’s considering ways of making a|panels prepared by 53 institutions goods purchased at retail as wel] ag 
living. comprising the display. It was vis- | in the wholesale markets, and to jp, 
Assuming, however, that private |ited by practically all of the conven- | dustrial products generally. 

” banking would be permitted to sur-|tion crowd, a special personally-con- Too Many Superlatives 
vive, he outlined briefly a real na- Gucted tour under the direction of “It should not mislead or concea) 
tional banking system, as distin-| Preston E. Reed, executive secretary facts from the consumer by Diling 
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Obsolescent 


It is a great mistake to think that men 
of 40, 50, or 60 are obsolete as pros- 
pects. The successful man doesn't even 
become obsolescent until he is nudging 
the threshold of 75 


Poor Prospects 


> 


On the other hand there are some 


19,000,000 family heads under 40 who, 


through force of circumstances, will 
never be prospects for world cruises, 
Packards or million dollar life insur- 
ance policies. 


Packard 


> 


In 1933 Packard sold 54 cars to New 
York City men and women under the 
age of 30; 596 to people over the age 
of 30. The percentage, as we figure it, 
is exactly 92. There is an interesting 
sidelight on these figures—even though 


* 


92% sales were made to people in the 


upper age brackets, 


it by no means fol- 


lows that 92% of an advertising appro- 


priation must be spent to secure them. 


Coverage 


> 


The number of all Quality prospects is 
approximately 1,000,000 families. A 
relatively small amount of money gives 
a thorough coverage of the entire qual- 


itv market. 
=o 
_—— 
One section of the quality market 


that covered by The Quality Group—- 
comprises about 225,000 families rep- 
resenting, for an instance, a very con- 
siderable proportion of the prospective 
quality car market. Mathematics would 
seem to indicate that The Quality Group 
belongs on every Quality schedule. 


From a Reader 


A subscriber recently summed up The 
Quality Group claims very neatly- 
“I would never question the quality of 
products I saw advertised in your mag- 
azines.”’ 
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THE QUALITY GROUP 


HARPERS MAGAZINE 
CURRENT HISTORY 


SCRIBNER’S MAGAZINE 
FORUM MAGAZINE 


597 FIFTH AVENUE, NEW YORK 


guished from the so-called systems 
existing in the several states at pres- 
ent, and a real currency system. The 
choice between federal control of 
banking and private banking, he 
said, is a choice between state cap- 
italism under the tyranny of a 
totalitarian state and individual cap- 
italism under a democratic form of 
government. 


Urge “Tell All” Attitude 


“I do not hesitate to say,” Mr. 
| Warburg asserted, “that if we pass 
‘the sentence of death upon the pri- 
| vate banking system and go in for 
a system of government-owned and 
operated banks, we shall have 
passed the sentence of death upon 
all private business, upon all cap- 
italistic enterprise, and upon our 
political, social and economic free- 
dom. Government control of credit, 
prices and production cannot but 
mean the end of all individual en- 
terprise and the substitution of an 
all-powerful and arbitrary central 
authority for the voluntarily dele- 
gated authority vested by a free 
people in the government of a free 
country.” 

It was with this danger in mind 
that Norman Stabler, financial editor 
}of the New York Herald Tribune, 
‘addressing the public relations sec- 
_tion on Wednesday, under the sub- 
‘ject, “Defeating Bad Legislation,” 
‘asserted that since minority inter- 
ests have made themselves’ so 
strongly felt at Washington as well 
as in state legislative matters, bank- 
ing and other legitimate interests 
being attacked by proposed legisla- 
tion should not hesitate to form 
\lobbies to inform legislators of the 
merits of their case, as well as to 
use every other proper form of pub- 
licity and education in fighting 
threats against their existence. 

Ralph Hendershot, financial editor 
of the New York World-Telegram, 
,;at the same session, joined with the 
several speakers who advocated 
‘complete frankness with the press 
|and the public as the best means of 
removing the atmosphere of mystery 
'and suspicion which now surrounds 
‘banking, and substituting a friendly 
'attitude through familiarity with the 
essential part placed by the banks in 
the life of the community and the 
nation. 


Describes Bank Campaign 

Talcott Powell, editor of the 
Indianapolis Times, had spoken along 
this line on Tuesday, urging inti- 
mately friendly relations with the 
press as the best means of getting 
proper cooperation; and Alex F. 
Osborn, Buffalo, vice-president of 
Batten, Barton, Durstine & Osborn, 
on Wednesday suggested that bank 


advertising should not be so self- 
conscious and “muscle - bound,” 
pointing out that even bank state- 


ments have been in a few outstand- 
ing cases been made so simple and 
plain that the public can understand 
them without difficulty. 

An outstanding example 
cessful bank advertising 
scribed at the advertising 
'mental Tuesday by N. S. Calhoun, 
|president of the Security National 
| Bank of Greensboro, N. C., and 
\edomae so interesting that he was 
|requested to repeat his talk before 
{the general luncheon on Wednesday. 
Mr. Calhoun’s talk is presented else- 
| where in this issue. 

The plan of the meeting, whose 
| general topic was “How to Meet the 
| Publie’s Demand for Financial Infor- 
-mation,” was a series of depart- 
|;mental sessions, held each morning, 
under the headings, respectively, of 
advertising technique, public rela- 
| tions, savings development and trust 
|development, with general luncheon 
/meetings each day, and a final gen- 
|eral session on Thursday at which 
(department chairmen summarized 
effectively the discussions of their 
groups. 


of suc- 
was de- 
depart- 


The 
bank 


exhibit of | 
advertising | 


extensive 
investment 


most 
and 


of the association, on Monday, con- 
tributing materially to the interest 
in this part of the meeting. 


A. S.A. TO WORK 
ON MODEL LABEL, 
GRADING SYSTEM 


Standards Group’s Help En- 
listed by NRA Board 


Washington, Sept. 14. — Giving 
frank recognition to the problems of 
advertising relative to problems of 
uniform grade names, the American 
Standards Association, at the request 
of the NRA Consumers’ Advisory 
Board, has developed a “model sys- 
tem” of terms for designating grades 
and qualities, 

The purpose of the project, it is 
said, is to eliminate misleading and 
confusing terms by defining exactly 
what each grade designation means. 
In a survey of the subject prepared 
by the standards unit. of the Con- 
sumers’ Advisory Board, it is shown 
that “U. S. No. 1 cheese,” which 
might be mistaken by consumers for 


top quality, actually rates. third 
grade; “fancy” apples are usually 
top grade; “fancy” brooms are 
second. 


The designation “standard” applies 
alike to third grade canned x. ae | 
and fifth grade dried fruits. A “No. 
1” mirror is not the best grade of | 
mirror on the market, “AA” and “A” 
ranking above it. ‘“A-1l,” a term gen- 


erally implying excellence, is given | 


| New Program 


to the lowest grade of silverware 
For many important commodities, 
such as gasoline, specific descrip- 
tions of quality exist but are not 


available to consumers. 
Help for Copywriters 


Respecting the shifts in advertising 
emphasis, which would necessarily 
take place if accurate descriptive 
terms should supplement the copy- 
writer’s adjectives, the report says: 

“The vanguard of the advertising 
profession has been consistently 
aware of the urgent need further to 
enlighten the consumer by giving 
him more accurate information on 
the product. Consumer distrust of 
the advertising ethics which permit 
all products to be advertised as of 
highest quality 


come part of the advertising vocab- 
ulary. An accurate identification of 
grade is not incompatable with a col- 
orful description of the many qual- 
ities incapable of standardization. 
Brands will always differ.” 

The consumers’ board’s request to 
the American Standards Association 
is for a thorough-going and imme- 
diate study on nomenclature. The 
aims are described as follows: 

“The study should have for its 
main objective the setting up of a 
simple model method ‘(or methods) | 
of designating qualities or grades of 
goods. It should be carried out co- 
operatively by organized groups of | 


could be dissipated | 
were a series of grade names to be-| 


up superlatives, or by the use of cop. 

‘cealed top grades, or by similar de. 
| vices, which the study clearly shows 
|to be characteristic of most of the 
, schemes now in use. 
| “It should be so simple as to be 
easily understood by the average 
housewife. It should be flexible, ang 
easily introduced step by step as 
systems of grading are set up ip 
néw fields, and as old grading rules 
are revised.” 

The report of the standards unit of 
the consumers’ board states that 
present descriptive terms “consist 
largely of superlatives piled up to 
such an extent as to make it entirely 
unsafe for a consumer to take them 
at face value, else he would be misled 
|into believing the goods to be of a 
/much higher quality than they ac. 
tually are.” 

“Not a single case has been found,” 
the report continues, “in which a 
term has been used which might lead 
a customer to underestimate the 
quality of a product.” The new sys. 
tem will substitute terms of “fixed 
meaning for such laudatory adjec. 
tives as supreme and super,” it was 
emphasized. 

The American Standards Associa- 
tion is a federation of technical so 
cieties, trade associations and govern- 
ment bodies which acts as a clear. 
ing house for standardizing the com- 
modities of members. It works in 
close cooperation with the National 
Bureau of Standards. In the present 
project, its function would be to 
get industries and consumers alike 
to agree on grade terms by which 
| the thousands of commodities on 
retail counters could ono described. 


| | Tibbett Stat Stars 
on Packard’s 


Detroit, Mich., Sept. 138.—Lawrence 
Tibbett has been given the task of 
maintaining the famous’ Packard 
standards of quality in a new series 
of NBC broadcasts to begin in New 
York Sept. 18. Tibbett will not only 
display his famous baritone voice 
in the new motor car program, but 
will prove his versatility by turning 
actor and raconteur in_ recalling 
some of his early struggles. 

John B. Kennedy, associate editor 
of Collier’s, who has become popular 
with radio advertisers, will serve as 
master of ceremonies on the new 
Packard program. His discussions 
with Tibbett will introduce the 
singer’s anecdotes of celebrities he 
has met on and off the stage. 

The new Packard broadcast will 
reunite Tibbett with Wilfred Pel 
letier, who was leading the Metro- 
politan Opera orchestra ten years 
ago, when Tibbett, as an unknown, 
appeared in his first leading role. 
Pelletier will direct the instrumental 
and choral ensemble supporting 
|Tibbett in his new venture on the 


/air waves. 
| 


_ Dudley Picks Agency 
| The Dudley Lock Corporation of 
Chicago, maker of combination locks, 
key locks and builders’ hardware, 
'has placed its account with I Reincke- 
Ellis-Younggreen & Finn, Chicago. 
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because rates have come down, 


especially in— 


Over 5,250,000 families 
Nearly 16,000,000 readers 


Advertising Offices 
New York - Chicas? 
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: A partial list of Important Advertisers in The American W eekly 
t during 1932, 1933 and 1934 
e H Afhliated Products ohnston Co., Robert A. 
Edna Wallace Hopper <aufmann Bros. & Bondy, Inc. 
h Louis Philippe Kelvinator Corporation 
y Neet Kleinert Rubber Co., I. B. 
American Chicle Co. Knox Gelatine Co. 
American Tobacco Co., The Kolynos Co., The 
Armand Company, The Kops Bros. 
Armstrong Cork Co, Kotex Company 
Babbitt, Inc., B. T. Kraft-Phenix Cheese Corp. 
Bauer & Black Lea & Perrins, Inc. 
Beech-Nut Packing Co. Leeming & Co., Inc., Thos. 
Borden Co., The Lever Bros. Co. 
Bourjois, Inc. Lifebuoy 
Bristol-Myers Co, Lux 
Ipana Tooth Paste Lux Toilet Soap 
1 ion Rinso 
Brown & Williamson Corp. Libby-Owens-Ford Glass Co. 
California Fruit Growers Exchange Lipton, Inc., Thomas J. 
California Walnut Growers Ass’n = Maiden Form Brassiere Co., Inc. 
e Californians, Inc. Model Brassiere Co. 
Carter’s Ink Co. Nash Motors Co. 
if Champion Spark Plug Co. National Biscuit Co. 
d Charis Corporation National Carbon Co., Inc. 
Chesebrough Mfg. Co., Cons’d National Dairy Products Corp. 
8 Chieftain Mfg. Co., The National Radio Institute 
W Chrysler Corporation Norwich Pharmacal Co., The 
: Dodge Bros. Numismatic Co. of Texas 
y Plymouth Old Dutch Cleanser 
e Church & Dwight Co. Pabst-ett Corp. 
it Clorox Chemical Co. Kee & 4 —— Th 
Coca-Cola Co. arker Pen Co., The_ 
4 Colgate-Palmolive-Peet Co. —— ae on 
Dental C enic ord, Led., Inc. 
8 ineaive toae Aiea es 44 
Conklin Pen or “ Piles Radic te Television Corp. T takes a lot of groceries to feed the more than five million | Weekly and tell your sales story to more than five mil- 
- Corning Glass Works Pineapple Producers Cooperative families who read The American Weekly regularly. lion families at a cost of one-third cent per family reached. 
-t , . ’ N ° . “Se . ie ; p : 
is iene meee Gah The Sew oe Any statistician can estimate how many tons of cereal, That is why the list of prominent advertisers on the left 
Ww Dennison Mfg. Co. Pond’s Creams 1 , contin sTOW V 7 
: du Pontde Nemours &Co Inc. Premier-Pabst Corp, — powder, tea, — — and —_ goods these ues to g year after year 
-astman ak Co. ?rocter & Gamble Co., [he amiulies consume 1n ada we mont 2 } thy w ; y sf 
a Endo Johnson Corp. The Camay y, week, month or year That is = we ay a , = American Weekly will 
y ‘ vory Soa : : 
1e Feapileme toed Co. —— The manufacturer’s problem is more difficult. He can pring you the most sales for the least money. 
Feoteiee bee. Pea Oats omgeny. ee buy any one of a dozen kinds of advertising media—mag- Where this M . 
I General Cigar Co. Royal Lace Paper Works, Inc. azines, newspapers, billboards, radio or whatnot, in the ere inis Magazine goes 
s]- General Electric Co. Royal Lig nter Co., Inc. . ° ° , F “ae : ? 4 F ; é 3 
‘4 General Foods Corp. Schenley Products Co. belief he is doing a thorough advertising job. The American Weekly is the largest magazine in the world. It is 
4 pe ilies Faro ag on Inc. es : dj a dil , 8 distributed through 17 great Hearst Sunday Newspapers. In 597 of 
: rami So Scholl Mfg. Company u ere is one Medium t at elivers an ac vertising mes- America’s 995 towns and cities of 10,000 population and over, The 
; tee bin Syrup sesaieals Pease i? sage to the greatest number of families; one magazine which American Weekly concentrates 67% of its circulation 
e. Log Ca S | r Cot : oye rn : +> glee , ° 
: Pose Toasties Spool Cotton Co., The can prove its ability to sell goods. That magazine is The ee ee ; _ 
-ostum Stanco, Inc. : oe n each o cities, it reaches one out of every two families 
1g — —— Inc. aay, ee hyn eho a American W eekly : In 125 more cities, 40 to 50% of the families 
18 ase Sa s e F - as , oo ge 
ne Gold Medal Flour Chase & Seatem’s Tee This Mighty Magazine entertains, teaches, thrills, and = an additional 165 cities, 30 to 40% 
Ge IM ’ leischmann'’s } east “WD° ° ° ° t 73 citi 30% 
ee Royal Baking Powder makes millions laugh and cry. It has built a circulation # enether 579 eitine, St 
suick Motor Co. Reval Gel b ah the 
Chevrolet Motor Co. Pe cor" open “ twice as great as its nearest competitor. . +. and, in addition, more than 1,885,000 families in thousands of 
vad alma a. ie other communities, large and small, regularly buy and read The 
of Pontiac Sterling Products Co. And no form of advertising can match its economy. American Weekly. 
: “ete Safety Razor Co. Bayer Aci 
° Go ust Corporation lips Milk of Magnesia - " ° : ? 4 : +6 oe 
e, Goldman Maer waetih tients, For $16,000 you can buy a color page in The American. Wherecan youspend youradvertising dollar more effectively? 
“e- Goodrich Rubber Co., The B. F. Travelers Insurance Co., The 
(Goodyear Tire & Rubber Co., Inc. Union Oil Co. of California 
Heinz Co., H United States Rubber Co. 
: Hills Bros. Valentine & Co. 
‘‘oover Company, The Vanity Fair Silk Mills 
vubigane, Inc. Vick Chemical Co. 
‘ubtager Co., The Wander Co., The 
Hump Hairpin Mfg. Co., The Warner & Co., Wm. R 
invier Co., Walter Watkins Co., The R. L 
ergens Co., Andrew Welch Grape Juice Co 
hnson and Son, Inc., S. C. Whittemore Bros. Corp 
Greatest 
| 
x . 
What $16,000 buys Circulation 
; , in the World 
? A 
in The American Weekly 
AS RR CE ARIES! ASSAM A IE Si NS 8 AMANO 2 AIR lS SE ARERR Se 
f \ full page in color more than twice the size ot 
. ‘ “ . ° e 
) other magazine page in the world... more than The National Magazine with Local Influence’’ 
00,000 families at a cost of less than 14 of a cent 
r family ase The attention of the entire family Main Office: 959 Eighth Avenue, New York Citv 
instead of a single buying factor. 
= Branch Offices: Parwoutve Bioc., Cuicaco. . . 5 Wintwrop Square, Boston... 753 Bonnie Brat, Los Anceres. . . 222 Monapnoce Bupc., San Francisco : 
11-250 Gewenat Morons Bioc., Derrorr . . 
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Mutual Confidence in Advertising 


The statement is sometimes made| A. B. C., the National Publishers’ 
that advertising is over-organized,| Association and many others. They 
with too many associations, clubs | have brought together various in- 
and other groups. But no one can|terests and made it possible for them 
contrast the fine spirit of coopera-| to cooperate in their mutual inter- 
tion developed among advertising in- | ests. The confidence that apparently 
terests in the United States with the | conflicting interests will be adjusted 
chaotic conditions which surround | fairly is the product of this long- 
advertising in many other countries | continued association work, and the 
without realizing that the associa- | result has clearly justified the effort. 
tions have played a big part in Advertising is confronted at pres- 
building mutual confidence between! ent with many of the most impor- 
users and producers of advertising| tant problems it has ever faced. The 
space and service. solution of these problems will 

P. L. Thomson, director of public} hardly rest with any one individual, 
relations of the Western Electric | company or group. It will be brought 
Company, and president of the Audit! about by the joint effort of many 
Bureau of Circulations, referred/| different groups, all cooperating to 
briefly to this fact when he told the| reach the common objective. The 
National Publishers’ Association, | fact that the associations are ac- 
holding its annual convention this| tively at work, crystallizing opinion 
week, how much publishers have|and marshaling action in their re- 
contributed to the work of the! spective fields, should make it far 
A. B. C. He went on to say that! easier to develop the policy and the 
the bureau is a success because all| program which will assure to adver- 
of the factors which support its ac-| tising and to advertisers the fullest 
tivities have confidence in each|and most satisfactory use of legiti- 
other. | mate publicity in 

It is worth noting that only in the | tion. 

United States—and of course the | In the meantime, 
statement includes Canada 


business promo- 


let’s remember 
and | that the associations have given to 

organization | advertising, publishing and allied in- 
of the type of the A. B. C. been able | terests in the United States a unique 
to function broadly and successfully. foundation on which to 


Mexico—has a service 


erect a 


This may be because the United | sound structure for the future. They 
States is the leading advertising| have established mutual confidence 
nation of the world—and on the} which might otherwise not exist, and 


other hand its leadership may have! without which under present condi- 
been accelerated and made possible| tions the outlook would be far from 
by the work of associations like the | hopeful. 


The Sunday Newspaper 
A few years ago some of the wise-| fluence was due to failure to utilize 
acres were shaking their heads over|the opportunity for improvement 
the prospective fate of the Sunday | which had developed in the publish- 
newspaper. They saw in the popu-| ing field. 
larization of golf and other outdoor Sunday newspapers began to make 
sports, in the general use of the motor} noticeable changes in their dress. 
car, in the movies and the radio a| More color was used. More comics 
formidable competitor for the time|appeared. More pictures were pre- 
and interest of the public. They| sented. And as the result of the pro- 
made predictions that this competi-| duction of Sunday newspapers that 
tion would steadily eat into the cir-| are actually bigger and better than 
culations and influence of the Sunday | ever, circulation is coming back and 
papers, and that there was no escape| the wiseacres are having to revise 
from this result. their predictions. The market for 
week-end newspapers with addi- 
tional attractive features, it was 
made clear, was still there—only the 
product had to be improved to meet 
the new and increased competition 
from other sources. 
Because publishers of Sunday 


It looked for a time as if some of 
these predictions might come true. 
Circulations in some localities did 
and the strength of some 
of the Sunday newspapers appeared 
actually to be on the wane. But the 
publishers took a leaf out of the 
book of their customers, the adver-| newspapers are actually doing a real 
tisers, and began to study their | job in the improvement of their pub- 
product and their markets. They | lications, their advances in circula- 
came to the conclusion that in most | tion and advertising revenue will be 
cases the loss of circulation and in-| well worth watching. 


decline, 


COMPLICATING OUTDOOR ADVERTISING 


THROUGHOUT THE COUNTRY. 
_— 


Mes DE SWAGGER OF THE WALNUT CREEK SUN AND SURF CLUB 
AND THE JUMP AND BUMP HUNT CLUB WILL HAVE HER PORTRAIT EXHIBITED 


-~ SIMPSON - WiLL 

_/ You RUN SOMEWHERE TO 
== p PHONE AND CALL MR 
DE SWAGGER AND INFORM 
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—Chicago Tribune. 


Our secret ambition. 


Voice of the Advertiser 


A. F. A. Ready to Aid | 


in Legislative Battles 

To the Editor: The Advertising 
Federation of America is undertaking 
to perfect its machinery so as to be 
promptly and fully informed of 
bills that may be introduced in any 
of the state legislatures or munici- 
palities affecting advertising. 

Last winter we urged the appoint- 
ment of legislative committees in 
advertising clubs’ throughout’ the 
country to watch for any proposed 
legislation to tax advertising in any 
form. Many of the affiliated adver- 
tising clubs have appointed legisla- 
tive committees and club presidents 
who have since been elected to office 
have been asked to make sure that 
these committees are re-appointed or 
others appointed in their place to 
carry on this work this coming fall 
and winter. 

In a general letter from headquar- 
ters to the presidents of advertising 
clubs which has been sent out within 
the past few days outlining some of 
our projects this year, we say: 

“Bills were introduced in eight 
state legislatures last year, the pur- 
pose of which was to place a tax upon 
some one or several forms of adver- 
tising. With one exception these 
bills either died in committee, or for 
one reason or another were not 
passed by both houses of the various 
legislatures in which they were in- 
troduced. However, there is con- 
stantly before us the possibility that 
new bills may be introduced in the 
coming sessions of state legislatures 
that would prove burdensome and 
detrimental to advertising interests. 

“We have arranged to be kept in- 
formed of bills that may be intro- 
duced this fall and winter through- 
out the various state legislatures and 
in case such bills are introduced, the 
Federation will file a brief with the 
members of the committee and urge 
both local and national advertisers, 
publishers and others in those par- 
ticular states, to do likewise. The 
important thing is to get this infor- 
mation well in advance so that ac- 
tion can be taken before it is too 
late.” 


In your issue of Sept. 1 you pub: | 
lished the news of the introduction | 
of an ordinance in the St. Louis City | 
Council providing for taxation of| 
practically all forms of advertising. | 
I attach herewith copy of a wire 
which we immediately dispatched to} 
Frank C. Hamilton, president of the) 
Advertising Club of St. Louis, and a| 
copy of his reply, advising us that! 
there was little possibility of the bills | 
being enacted. We received a simi-| 
lar wire in response to our offer of. 
cooperation from George M. Burbach, | 


The Federation, as you state in 
your editorial of Sept. 8, should be 
especially useful in this field, its 
membership including local organiza- 
tions and representing practically all 
advertising interests including both 
users, as well as producers. We con- 
cur wholeheartedly in this view and 
are ready to take action in these 
matters as quickly as they are 
brought to our attention. 

ADVERTISING AGE is performing a 
valuable service in promptly inform- 
ing its readers of bills of this char- 
acter which may be introduced either 
in state legislatures or city councils. 
If through your cooperation we 
might urge the far-flung readers of 
ADVERTISING AGE to send word direct 
to us of the introduction of any bills 
to tax advertising, it would be a very 
valuable service to the whole cause 
of advertising. 

Further, we are in full agreement 
with your statement that “advertis- 
ing promotes business and stimulates 
employment, and taxation would 
check the very recovery which is the 
primary aim of the present political 
program.” 

EARLE PEARSON, 

General Manager, Advertising Fed- 

eration of America, New York. 


7, FF F 


Too Literal 


To the Editor: We have read with 
interest the last item in your column, 
“Getting Personal” in ADVERTISING 
AGE of Sept. 1, and we think you are 
too literal. Our entertainment at the 
N. I. A. A. convention will be con- 
tingent only on “the ability of our 
guests to stand up and take it”! 

ALEXANDER THOMSON, JR., 
Champion Coated Paper Company, 
Hamilton, O. 
¥ v v 


Hovde Adds Suggestion 


to Central Bureau Idea 


To the Editor: To the suggestion 
made by W. J. Ryan, advertising 
manager of the Literary Digest (and 
endorsed by George W. St. Amant, 


Jr., general advertising manager, 
Hunting & Fishing and National 
Sportsman; and A. C. G. Hammes- 


fahr, president, Metropolitan Sunday 
Newspapers), to have a central bu- 
reau available to all advertisers and 
agencies for the interchange of in- 
formation on pulling power of copy 
and results produced by different 
publications, may I add one more 
thought? 

Briefly this: 

Why not request the marketing re- 
search and _ service division (for- 
merly called domestic commerce) of 
the Department of Commerce at 


advertising director of the St. Louwis|Washington to undertake the job? 


Post-Dispatch. 


The idea to a die-hard Republican 


—— ee 
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Information 
for Advertisers 


The following documents may 
secured without charge by any pg. 
tional advertiser or advertising 
agency from the companies spongor. 
ing them, or through ADVERTIsjy, 
AGE. 


No. 634. Two Hundred Thousang 
Fingerprints. 

A booklet giving the results of ap 
examination by fingerprint experts 9 
532 copies of Time taken from sy). 
scribers’ homes. Presents the stor, 
of “cover-to-cover readership” jy 
unique and convincing fashion. 


No. 635. The Story of WOR—19); 
Edition. 

An exhaustive analysis of WOR's 
market, the field it serves, its facilj. 
ties, and its record of results. Pyp. 
lished by Bamberger Broadcasting 
Service. 


No. 636. Review of Reviews Weekly 
Message. 

Described as a “fearless, fact-fing 
ing, straight-from-the shoulder re 
port of what is going on, what it 
means, what is likely to happen as 
a result—from the editor’s desk to 
the post office in less than eight 
hours” the “Weekly Message” is a 
new service being offered subscribers 
by the Review of Reviews. 


No. 607. $50,083,486 in Golden Grain, 

An unusual broadside detailing the 
amount of money which will enter 
the pockets of Oklahoma farmers 
with the harvesting of the wheat 
crap. Published by Oklahoma Far. 
mer-Stockman, 


No. 590. Which? 


An attractive pictorial representa- 
tion of the newsstand sales of the 
six women’s magazines, showing Mc 
Call’s larger newsstand circulation in 
unique fashion. 


No. 544. Mouse-Trap Manufacturer 
Stages Come-Back. 


An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. 
Published by The Oourier-Journal 
and Louisville Timee. 


No. 566. Relative Influence of Men 
and Women in the Purchase of 12 
Commodities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as can: 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices, 
refrigerators, rugs, radios, etc. 


619. Fortieth Anniversary Folder. 


R. C. Maxwell Company, outdoor 
organization, celebrated its fortieth 
anniversary by issuing this hand- 
some folder telling of the functio? 
of outdoor advertising. The illustré 
tions, lavish with color, are dist! 
guished enough to make the 12-page 
presentation worth saving. 


may not be as cock-eyed as it first 
appears. Remember this was orig 
nally a Hoover-sponsored division 
which was later stepped on and n0¥ 
is revived to go places and do things 
for business and industry. 

I am sure you will find a sympe 
thetic friend in Dr. Wilford L. Whi 
newly appointed chief of the divisis® 
Why not put the idea up to him - 
consideration? 

Howarp T. Hove. 
In Charge of Advertising Course® 
Wharton School of Finance & a 
merce, University of Pennsylvanl® 


Philadelphia, P4 
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ADVERTISING AGE 


Practically all women use cosmetics these 
days. The question is: Whose cosmetics ? 
Yours? Is your name on Mary Morton’s 
lips? If it isn’t, you are missing the largest 
active cosmetic market in Chicago. For 
Mary Morton is typical of hundreds of 
thousands of AMERICAN women. There 
ean be no question about it: Unknown 
beauty products are taboo on their skins. 
They’re much too modern to guess about 
cosmetics—or, for that matter, anything. 


Fully 650,000 women read the American 
every night. This is the largest number of 
women who can be reached through any 
Chicago evening newspaper. Even more 
significant, it is the largest number of 
young, beauty-conscious women. 


In the last seven months, Donna Grace, our 


Beauty Editor, has received over 54,000 
inquiries concerning every conceivable 
beauty problem. These inquiries show a 
remarkable reader-interest, and, more im- 
portant, prove how alert AMERICAN 
women are to the possibilities of make-up 
— indeed, how very conscious they are of 
the relationship of cosmetics to clothes. 
It is because of this daily beauty feature 
that more AMERICAN women are being 
very smart about cosmetics. Really, it is 
astonishing how many women these days 
never wear the wrong shade of powder with 
their gowns, or a daytime lipstick color in 
the evening. 


Today, the use of cosmetics is neither a 
chore nor a game for AMERICAN women. 
Beauty is much too important for them to 
be either negligent or frivolous about it. 


A word to the wise is—ADVERTISE. 


CHICAGO AMERICAN 


- + + gives 450,000 families Buying Ideas 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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September 15, 1934 


NATIONAL TRADE 
MARKS STUDIED 
IN NEW VOLUME 


New York, Sept. 13.—At a lunch- 
eon meeting here today members of 
the Eastern sales staffs of magazines 
represented in the membership of 
the Periodical Publishers Association 
received their copies of “Nationally 
Established Trade-Marks,” a _ refer- 
ence work of 110 pages just pub- 
lished by the association. 

Frank Braucher, vice-president of 
the Crowell Publishing Company and 
president of the Periodical Publish- 
ers Association, spoke on the history 
of the association, its standards and 
achievements. He emphasized the 
fact that the association, which is the 
descendant of the Quoin Club, con- 
sistently strives to advance the 
principles on which the success of 
the advertising business is built. 

John Sterling, vice-president of 
the McCall Company, presented the 
association’s new publication to the 
salesmen, pointing out that it pro- 
motes the ideas of trade-mark and 


national advertising as genuinely 
democratic processes comparable to 
a referendum to the consuming 
yublie. 

“Nationally Established Trade- 
Marks” illustrates and discusses over 
700 trade-marks owned by 568 com- 
panies. There were as of Aug. 14, 
934, 316,178 trade-marks registered 
in Washington. About 12,000 are 
registered each year, yet only a few 
ever become nationally established 
trade-marks. The foreword states: 

Tells of Former Study 

“In 1923 this association issued a 
study entitled ‘300 Trade-Marks that 
Stand Out Conspicuously among the 
160,000 that have been Registered in 
the United States Patent Office.’ Each 
of these trade-marks represented 
goods of national distribution and of 
the general consumer type. For each 
of them 
played an important part—although 
in some cases magazines had not 
been the chief medium used. 

“The total number of companies 
represented by these 300 trademarks 
was 267. Of these only eight, or 2.9 
per cent, are no longer in business— 
and that at the ‘end of the worst 
depression in our history.’ 

“Of the remaining 259 companies, 
44 have been sold or merged into 
other companies. In most cases this 
means they were successful enough 


— 


magazine advertising had} 


as General Foods Corporation. Of 
these 44, the trade-marks of 36 are 
still actively in use. 

“The names of 26 of the original 
267 companies were changed with- 
out merging, 17 of them taking the 
name of the advertised product as 
the new firm name.” 

The association endeavored to 
chart the financial progress of the 
firms included in the first trade-mark 
study, but was able to obtain reports 
for both 1923 and 1933 on only 49 
companies. All of these showed a 
profit in the earlier year; 37 had a 
profit and 12 suffered a loss in 1933. 


pa Are 
W. A. G. A. Winners 


The fifth tournament of the West- 
ern Advertising Golfers Association 
was held Sept. 12 at the Exmoor 
Country Club, Highland Park, IIl. 

High scores were: first low gross, 
G. H. Hartman, 41-40; second low 
gross, M. M. Lord, 42-40. First low 
net, N. Doyle, 85-18; second low net, 
D. D. Sperry, 93-21. 


“Easy Aces” Returns 


Starting its fifth season, “Easy 
Aces” will return to the air for the 
Wyeth Chemical Company Wednes- 


|day, Oct. 3, to be heard three times 


weekly. The program will be broad- 


‘cast on a WABC-Columbia network 
to be desired by such organizations | at 8 p.m. EST. 


Brookmire Says Iowa Sales 


To Be Good 
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KEY TO FIGURES 


Upper rigure is forecast of con- 
sumer income for state during 
next six months as per cent 
of same period a year ago. 


Lower figure is forecast of income 
next six months os per cent 
of corresponding period in the 
last three yeers. 


Brooxmrre. 
nomic service corporation, forecasts 
Iowa consumer income in the coming 
six months at 17 per cent more than in 
the same period of 1933 and 25 per cent 
more than the average of the period 
during the past three years. 
among the top fourth of the states of 
the United States in rate of increase. 
Iowa farm income is estimated at 380 
million dollars, as compared with 324 
As a sales field 
Iowa is superior to five-sixths of adja- 


million in 1933-34. 


cent states. 


Drought in Iowa seriously affected only 
These 71 counties 


28 of 99 counties. 


national eco- 
ties. 


Iowa is 


million circulation is in these 71 coun- 


Aug. Ist U.S. estimate of Iowa’s 
ee re 261,000,000 bu. 
Crop value as of Aug. Ist. .$159,000,000 
(Price Aug. Ist, 61c per bu.; Aug. 25th, 
70c per bu.) 
1933 crop value 


rere e eT . .$136,000,000 


Assured of Iowa’s income, alert adver- 
tisers already know that the way to get 
their product’s share of it is through the 
quarter million circulation of THE 


DES MOINES REGISTER AND 


state. 


not in the drought area normally pro- 


duce about 78 per cent of the Iowa corn 


crop. This year they 
about 90 per cent. 


More than three- 
fourths of THE DES MOINES REG- 
ISTER AND TRIBUNE’s quarter 


will produce 


Iowa market. 


TRIBUNE among the top-third of the 
purchasing power of this prosperous 


THE DES MOINES REGISTER 
AND TRIBUNE will be glad to pro- 
vide complete, accurate, and up-to-date 
information on the condition of the 


SKILLED ACTORS 
HELP G-E SELL 
FALL CAMPAIGN 


One-Eyed Sailor in Charge of 
Newsstand 


Cleveland, O., Sept. 13.—Two 

skits, employing a group of trained 
'actors, were used by Walter J. Daily, 
sales promotion manager of the elec- 
tric refrigeration and specialty ap- 
pliance division, General Electric 
|Company, to sell the fall advertis- 
ing campaign to distributors and 
|sales promotion and retail sales man- 
|agers here. 
Accompanied by A. L. Scaife, na- 
|tional retail sales manager, Mr. 
| Daily has taken to the road to hold 
/a series of meetings for presentation 
|of the fall advertising. The schedule 
| will take the pair as far west as San 
Francisco, where they will conclude 
their work October 5-6. 

The first skit centered around the 
Bliss Family, who are the leading 
figures in General Electric’s major 
direct mail activity. The Blisses 
were pictured as typical of the more 
than 2,000,000 progressive American 
families who own General Electric 
kitchen appliances. 

The Blisses, enjoying life with the 
aid of four lively children and a 
battery of G-E electric appliances, 
portrayed the numer@us advantages 
of their complete kitchen, inci- 
| dentally selling distributors and 
dealers both on the new Bliss Family 
direct mail campaign and on the 
thought that in selling appliances 
they are adding to the contentment 
of housewives. 


Water Front Setting 


In the other drama, Mr. Daily 
found a new method of emphasizing 
the effectiveness of the advertising 
to be done in magazines and busi- 
;ness papers. With a water front 
setting, the skit was labeled, “Sales 


| 

| Ahoy.” Action revolved around the 
“Just Around the Corner Cafe,” 
named after the department’s suc- 


| cessful sales movie. A motley group 
of cafe habitues supported Mr. Daily 
| with interpolations of songs and 
|dances between the showing of the 
new campaigns. 

The bright star of the show, how- 
ever, was a one-eyed sailor in charge 
of a newsstand which displayed the 
numerous magazines and business 
publications on the schedule. In 
this unusual setting, Mr. Daily told 
of the various links in the campaign 
and the part each paper plays in 
|furthering the common cause. 

While refrigeration will again re- 


|ceive emphasis, Mr. Daily told of 
|the efforts to achieve “balanced 
|sales,” advertising having been 


written to this end. Less specializa- 
tion by salesmen and more attention 
|to the complete line will be urged 
as a result. 


| Large Schedule 


| The fall advertising schedule, to 
run through December, includes 
American Magazine, Better Homes & 
Gardens, Collier's, Cosmopolitan, 
Country Gentleman, Country Life, 
Fortune, Good Housekeeping. Home 
/& Field, House & Garden, Household 
| Magazine, Ladies’ Home Journal. 
| McCall's, National Geographic, Popu- 
lar Science Monthly, Saturday Eve- 
ning Post, The Spur, Today, Town & 
Country, Woman's Home Companion, 
and Woman's World. 

More than a dozen business papers 
|}are on the list, including American 
Architect, through which the 


com- 


pany keeps architects apprised of 
new developments in the electric 
kitchen. 


Two posters will be used, one going 
up in September, the other in Decem- 
ber. The current outdoor copy fea- 
tures “five years protection,” the ac- 
companying illustration depicting 
Father Time amazed and depressed 
|at the way the G-E refrigerator with- 
stands his assaults. Maxon, Inc., is 


in charge of the campaign. 


N. P. A. Sedihen 
End Convention 


On Golf Course 


Shawnee-on-Delaware, Pa., Sept, 
12.—Winners of the golf tournamey; 
held here today in connection wit) 
the meeting of National Publishers 
Association were as follows: 

First low net, 36 holes, Geo. ¢ 
Lucas, executive secretary, Nationa) 
Publishers Association; second loy 
net, Phillips Wyman, McCall Cop. 
pany; third low net, T. J. Buttikofer, 
International Magazine Company, 

The prize for low net for 36 holes 


went to Marvin Pierce of \Mc(Calj 
Company, who turned in a score 
of 168. 


For the first 18 holes first low net 
was captured by C. J. Baker, Print. 
ers’ Ink; second by Roy McLarty, 


Curtis Publishing Company; and 
third by John C. Sterling, Me(Cal) 
Company. 


For the second 18 holes first low 
net honors went to Merle Thorpe, 
Nation's Business; second to William 
B. Warner, McCall Company; and 
third to F. L. Wurzburg, Conde Nast 
Publications. 

J. H. Moore, Robbins Publishing 
Company, won the blind bogey 
award; the driving contest resulted 
in a victory for R. Luchers, Machin. 
ery; and Harry Lee, Simmons-Board- 
man Publishing Company, won the 
guest contest. 

Roy Dickinson of Printers’ Ink 
walked off with the championship in 
the tennis tournament, C. J. Baker, 
of the same _ publication, being 
runner-up. 

A variety of handsome prizes was 
awarded to the winners. 


Mills to Rogers-Gano 


The Nutty Brown Mills, Houston, 
Tex., have selected Rogers-Gano Ad- 
vertising Agency, Houston, to place 
advertising of Nutty Brown bread, 
Kream-Egg bread, Nutty Brown 
Redimix flour, Nutty Brown  spa- 
ghetti, and Nutty Brown macaroni. 


“Journal-Gazette” Resumes 


The Fort Wayne, Ind., Journal- 
Gazette has filed a petition for reor- 
ganization under new federal statues. 
There will be no change in manage- 
ment. Hearing on the action will be 
held Sept. 28. 


Re-Appoints Philip Klein 


Gallagher & Burton, rectifiers, 
Philadelphia, have re-appointed 


Philip Klein, Inc., Philadelphia, who 
will place copy in newspapers, trade 
papers and magazines. 


McCormack Broadcasts 


John McCormack will be heard on 
his second extended series of weekly 
radio recitals for Vince, starting 
Sept. 19 at 9:30 p. m., EDST, using 
an NBC-WJC network. 


“Record” Names Rep 


The Lansford, Pa., Evening Record 
has appointed DeLisser, Boyd & Ter- 
hune, Inc., as national advertising 
representative, effective Oct. 1. 
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field, where the figures come from the 
field itself. Write for your coPY and 
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336,627 families get their purchas- 


ing ideas from The Boston Post at the start of 
the day. They are able to buy—their average 
income is far above the National average— 
they have the desire and ability to buy now. 


Through the columns of The Boston Post 
you can reach them IN THEIR HOMES. The 
POST is a straight ONE edition morning 
newspaper with NO COMPULSORY DUPLI- 
CATION OF READERS; it has very few 
“street sales’—no “hawker” newsboys—no 
circulation promotion department. 


The Boston Post sells itself to many thous- 
ands more readers than any compulsory 
combination of morning and evening papers 
printed anywhere in the six New England 
States. 

That is why so many advertisers have found 
they can complete a very successful sales cam- 
paign through The Boston Post ALONE. 
One newspaper and one low advertising cost. 


be Boston Post 


New England's greatest 


bargain for advertisers 


with anything to sell. 


For every penny you spend in 
The Boston Post your advertise- 
ment is presented to 5 FAMILIES. 


The Boston Post’s circulation has 
been caretully checked by Prof. Dan- 
iel Starck for the American Associ- 
ation of Advertising Agencies. This 
survey proved that more than half 
of the Post’s large circulation is in 
homes where the family income is 
from $3000 to $10,000 a year. It 
also proved that the Post has many 
thousands more readers in the higher 
income groups than any Boston news- 
paper. 


New England’s “GOOD MORNING” for 103 Years 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
R. J. BIDWELL COMPANY, San Francisco, Les Angeles, Portland and Seattle 
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CANNON MILLS 
AIMS AT MALES 


New York, Sept. 13—Cannon Mills, | 
Inc., which has been making over- 
tures to the male market incidentally 
in developing its advertising theme 
that there is a Cannon towel specially | 
designed for every type of physique, 
will address men exclusively in a 
page advertisement to appear in the 
October issue of Esquire. 

The copy, which may be continued 
in this publication and others cater- | 
ing to the masculine viewpoint, | 
marks the start of a campaign to | 
merchandise an assortment of three | 
towels through men’s stores and de- 
partments. They are available in as- 
sorted colors and are packed in a 
sturdy, severely-simple carton, la-| 
beled, “Cannon Man’s Towel.” 


| 
\ 


The Cannon advertisement for Es- 
quire sounds a ringing challenge to | 


picts the delight of one Wilmer as he 
discovered the perfect towel at a 
haberdashery counter. Text enthuses: 
“Wilmer, as you can see, is elated. | 
He has just discovered a_ towel) 
which, to his imaginative mind, re- | 


sembles nothing so much as an In- 
dian Chief's blanket. 

“Wilmer is right. But the new 
Cannon Man’s Towel, under whose 
heavy folds he is cutting up, has 
many an advantage which an Indian 
chief's blanket does not have. 


Plan No Copy 
for Lysol Soap 


New York, Sept. 13.—Except for 
brief mention on Lehn & Fink’s 


“Hall of Fame” broadcast over the 


Special “Ear” Strip |NBC red network for one-half hour 


“It's one thing— | 


thirstier, for | 


thirsty as a couple of acres of desert. | 


And it’s more than four feet long and| ~ i 
|\time being. 


two feet wide. Which makes it yours- | 
all-yours, for no fragile female could | 
ever muster enough muscle to wield | 
it. But don’t let your wife hear about 
it’s special thin strip for getting into 
wet ears. She might sidle up to the 
monster and use it on her own ears!” 

Incorporated in the signature ele- 
ment of the advertisement is a poem 
of three verses written by an an- 
nonymous genius in the N. W. Ayer 
& Son, Inc., copy department: 


“In the best hotels and clubs you 
Never find a towel that snubs you. 


So at home why dry on ‘meshes’ 
Meant for only female fleshes? 
towel that’s down your 


“Here's a 


Meant for whose chests are 


hairy! 


guys 


“Even has a special thin piece 

Serving as an ear-get-in-piece— 

Cannon Man's Towel! At all nifty 

Men's shops. Price? Three for three- 
fifty!” 


on Sunday evenings, Lysol Hygienic 
Soap, introduced this month, will re- 
|ceive no advertising support for the 


The third product to bear the 
Lysol trade name may be marketed 
on the same basis as Lysol shaving 
|cream, which has received the bene- 
| fit of very little advertising in the 
|more than ten years it has been on 


the market. However, it is said 
ithe executives of the company 
|maintain an open mind on the sub- 


| ject of advertising, and the fact that 
the Lysol family now consists of 
three members may be a factor in 
shaping Lysol advertising plans for 
;next year. 

| The acceptance created for the 
| brand name by Lysol disinfectant, 
l'on the market about 50 years, has 
‘resulted in a small but profitable 
'volume on Lysol shaving cream. 
| Since the soap has a closer relation- 
|ship to the disinfectant from the 
health angle, it is believed the brand 
name will benefit the soap even more 
than the shaving cream. 


‘STIRRING TALE 
RELATED IN NEW 
VALSPAR DRIVE 


13.—One 
advertising 


of the 
cam- 


New York, Sept. 
most “stirring” 


paigns of the season has been opened | 
by the Valspar Corporation on Super | 


| Valspar enamels. It is in the form of 


la drive against accidents, and fea- | 


|}tures a new package. 

Last spring the company intro- 
duced the line to the trade in a self- 
stirring can, the object being to elim- 
inate risky methods of mixing the 
oils, varnishes and solids with pieces 
of wood, paddles or whatever handy 
device happened to be available when 
the can was opened. 

“No more stirring accidents,” is 
Super Valspar enamels slogan in the 
new campaign. Humor and imagina- 
tion have been introduced to the ad- 
| vertising to dramatize the advan- 
tages of the self-stirring can over the 
| old. 
| Drawings occupying more than 
|half the space present amusing sit- 
| uations, as, for example, that in this 
| week’s issue of the Saturday Eve- 


~|ning Post. In this, the job of making 


ANNOUNCING 


A 10-DAY-BEFORE-PUBLICATION 


CLOSING DAT: 


L+J 


The Atlantic M onthly recognizes the necessity of speed inannounc- 


ing new models, price changes, new products and new policies. 


Effective immediately, we will accept complete black 


and white plates in full size only up to the roth. of 


the month preceding issue, provided that a definite 


non-cancelable space reservation is in hand by the 


5th. of the month. 


(I nsertion of Book and Publishers’ advertising received 


after the 28th. of the second preceding month can 


not be guaranteed.) 


PUBLICATION DATE: 20th. of the month preceding. 


CLOSING DATE: (non-cancelable black and white pages): 
10th. of month preceding. 


(Black and white page rate: $420.) 


You can reach more important people for less money with 


Atlantic Monthly 


Most Quoted Periodical in America 


‘the ordinary can of enamel ready for 
luse in the home appears fully as 
hard as it actually is, if not more so. 

Cooperation of both husband and 
|wife is necessary. While the former 
lholds the pail firmly against the 
floor with both hands, 


fuses a long handled paddle in an 
‘effort to regain a perfect mixture. 
Both, like glorious gladiators of old, 
wield umbrellas as shields against 
inadvertent and telltale splashes. 


A “Goldberg” Idea 


| A whole series of such advertise- 
|ments has been prepared by Ruth- 
vrauff & Ryan, Inc. Another, indicat- 
ling the use of unrestained imagina- 
| tion, demonstrates the application of 
‘a perpetual motion machine to the 
stirring problem. A cat chases a rat. 
|A dog viciously trails the cat, and it 
|is presumed the rat pursues a piece 


of cheese. Their energy is harnessed | 


to a merry-go-round contraption that 
might get the enamel mixed, some- 
how. At any rate, it depicts the in- 
direction and inefficiency of old-way 
mixing. 

Valspar’s new can has a mixer in- 
side on the bottom, attached to a 
crank on top. The mixing is done 
before the can is opened, thus avoid- 
ing all possibility of creating a mess 
|during the operation. The process is 
illustrated by a small, cut-away draw- 
ing, showing the agitator blade. 

The package received a_ small 
‘amount of national advertising last 
spring following its introduction to 
dealers. Now, it has been placed in 


dealers’ hands from coast to coast 
and a larger, though limited cam- 
paign, is planned. Further expan- 


sion of the program will depend upon 
consumer acceptance. 


IN CLOSE HARMONY _ 


Notional 
Housing \ct 
now helps you to have this 


MODERN GAS HEATING 


his mate | ~* 
‘standing as far away as possible, | 


7 G-E Ges Furnace is eco 
nomica! bec 


ler, burn 


touch with us. because the num 
ber of these loans may be limite”. 


GENERAL @ ELECTRIC GAS FURNACE 
Midwest Air-Conditioning Corporation 


1919 WASHINGTON GArtieid 3233 
OPEN EVENImos 
G-8 AIM CONDITIONING FOR WINTER SUMMER AND VEER woune 


General Electric gas furnace is an- 

other product which is being given 

the benefit of a close advertising 

_ tie-up with the national housing 

act. This dealer-signed copy is 
three columns wide. 


Magazines carrying the medium 
sized copy. are American Home, 
American Magazine, Better Homes & 
|\Gardens, Good Housekeeping and 
| Saturday Evening Post. 
| Last spring, the company won the 
‘Irwin D. Wolf award with the self- 
stirring can as the package “display- 
ing most merchandising ingenuity re- 
gardless of adaptation of art.” 


Helen Watts Schreiber 


Named Prudence Penny 


Helen Watts Schreiber, for 15 
years prominent as a food authority 
and lecturer, has become Prudence 
Penny, head of the New York Amert- 
can’s Homemakers’ Department. 

She will direct an expansion of the 
|newspaper’s cooperation with food 
|manufacturers and all other adver: 
| tisers of home equipment. 


Pryor and Wright Are 
Elected BBDO Officers 


Arthur Pryor, Jr., and James H. 
Wright have been elected vice-presi- 
dents of Batten, Barton, Durstine & 
Osborn, Inc. 

Mr. Wright is manager of the 
agency’s Chicago office. Mr. Pryor, at 
New York, is head of the radio de 
| partment. 


F. E. Barr Appoints 
Advertising of F. E. Barr & Co, 
Chicago, makers of Boracetine mouth 
wash and Boracetine tooth powder, 
has been placed with Gale & Pietsch, 
Inc., Chicago. 
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Window Display Installation 


Information 


your convenience 


A permanent file has been compiled for 


formation about our services. 


THIS IS FREE FOR THE ASKING 


giving detailed in- 


CODE 


Advertising Display 
Installation 
REGISTRATION 
No. 12-4—1934 


560 


This file gives you all the facts about 
window display installation 
and display materials. 


FISHER DISPLAY SERVICE, INC. 


CHICAGO, ILLINOIS 


W. Lake Street 
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Faw represents itself universally — even 
at night — in large areas of color. 

So, likewise, does OUTDOOR ADVERTISING. 

The two are closely related in basic char- 
acteristics. And in function, each is an indis- 
pensable tool of the other. Much of our 
outdoor display is paint...and is, at | 
the same time, the means of advertis- / 
ing and selling paint. 

For nearly seventy years—since 
the time of its establishment as 
a small shop in Cleveland — 
the Sherwin-Williams Com- 
pany, world’s largest makers 


“ao. “~ 2 f 


dy V5? 


pe 
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SHERWIN-WILLIAMS 
PAINTS 


of paints and varnishes, has been a con- 
sistent user of Outdoor Advertising, a potent 
implement of business. 


As a result—in large part — of which, the 
trademark of the familiar paint can pouring 


=~ over the globe is known to millions. And 


the Sherwin-Williams Company attri- 
_ butes much of the S-W brand pref- 
\— erence, trademark recogni- 
tion and dealer identification 
to its use of the outdoor 
medium. 
Quoting Mr.G.A. 
Martin, presi- 
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dent of Sherwin-Williams: ‘‘The people 
retain impressions made by color on the eye as 
they travel the highways. We are great believers 
in this method of keeping our name and trade- 
mark constantly before the public. No advertising 
program of ours would be complete withouta sub- 
stantial allotment for outdoor painted display.” 


’ 7 ’ 


The power of Outdoor Advertising, in giving 
impetus and momentum to sales, has been 
proved many times, and for many different 
kinds of merchandise. Complete facts, sug- 
gesting its possibilities for application to 
your product and your selling plans, will be 
supplied on request. 
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THE OUTDOOR 
ADVERTISING 
INDUSTRY 


SERVICE THROUGHOUT THE UNITED STATES 
e 


OCUTDOOR ADVERTISING INCORPORATED 
National Sales Representative for the Majority of the Industry 


One Park Avenue, New York 
165 West Wacker Drive, Chicago 
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ADVERTISING 


September 15, 1934 


Intensive Drive Gets 


Results for H. Walker 


Special Effort Doubles Distiller’s Sales in 
Chicago Market 


Peoria, Ill., Sept. 13.—-An increase 
in business of 97 per cent in 60 days 


wholesale and retail prices and es- 
tablishing a definite price policy. 


in “America’s most chaotic liquor The nucleus of the plan is a “‘Qual- 
market” is the unusual result of a|jity Products” seal of approval for 
special sales and advertising cam-jdealers, which is rigidly restricted 


paign prepared and supervised for 
Hiram Walker & Sons by Campbell- | 
Ewald Company, Detroit. 

The campaign, which is aimed 
specifically at the Chicago market, 
was officially opened on July 17 with 
a banquet attended by more than 
250 wholesalers and their salesmen. 
During August, the first full month 
in which the program was in oper- 
ation, Hiram Walker sold nearly 
twice as many cases as in June, the 
last full month before the plan be- 
came effective. July, with less than 
two weeks of initial effort, showed 
an immediate increase of 25 per cent 
over the previous month. 

The complete 


to the better grade of liquor outlets. 
In order to be eligible for the seal, 
the retailer must pass an inspection 
by a Hiram Walker representative, 
must stock not less than four Hiram 
Walker products, and must maintain 
fair retail prices on merchandise. 
To make it possible for smaller 
shops to stock a complete line of 
products without too large an_ in- 
vestment, a special mixed case was 
designed, containing seven 
Hiram Walker brands. 


Newspaper advertisements feature 
the “Quality Products” seal and urge 
the public to deal with reliable mer- 
chants. One of the high-lights of 
the campaign is a three-page Roll 
Call of Hiram Walker dealers, listing 
names and addresses of the more 
than 700 Chicago dealers who dis- 
play the “Quality Products” seal. 


program includes 
plans for securing the support of 
jobbers; for increasing the number 
of retail outlets; for placing a great- 


er number of brands on. dealers’ 

shelves; for giving the dealer def- Three Results Achieved 

inite selling aid, thus gaining his 

confidence and cooperation for in- Other features of the program in- 


clude a crew of “missionary sales- 
men” who take orders from retailers, 
to be delivered through jobbers, a 
prize contest for jobbers’ salesmen, 
dealer selling helps, and a window 
display service. The success of the 


fluencing the consumer through ad- 
vertising; for identifying Hiram 
Walker outlets, and for the installa- 
tion of point-of-sale window and 
counter displays. 

Give Seal of Approval 
results: 


1. Within five weeks Hiram Walker 


The company was also faced with | following 


the necessity of increasing both 


of the} 


| 


program is further indicated by the | 


“ROLL CALL" LISTS ALL DEALERS IN CHICAGO 


| Mivam bathe ond “Inks * oan ud te be use ciated nith 
| the cutstandim relat ligue ry ne whants tit d here 


shaw manne 


RiOGEWOOD 
[Seeman | 


Grin eenem- poae 


) ora oF tHe woRLe Famous “QGNADIAN Gif 


Two of the three newspaper color pages required to list all Hiram 
Walker dealers in the Chicago area. These pages aid greatly in 
building trade good will for the company's products. 


LOMOON ORY IX 


| | 
gained representation for its full | signed on the hottest day that Chi- 
line of products on the shelves of | cago has seen in a half century. 
more than 700 dealers, who handle| 38. Selling cost has been extremely 
70 per cent of the Chicago retail low, averaging only between six and 
| business. In many cases dealers pre-| seven per cent. 
‘viously had only one or two Hiram 
Walker products—the imported Cana- 
‘dian Club in the higher price brack- 
let, or Walker’s London Dry Gin. 
The merchandising program has ex- 
panded major dealers’ stocks to in-| retailer all must join hands to meet 
clude Hiram Walker’s seven most | the post-prohibition problems result- 
popular brands, three of which are |ing from the changed liquor-buying 
moderate priced blends. habits of the public. The situation 
2. Despite the fact that the pro- | now is essentially that faced by any 
|gram was started during extremely | manufacturer of packaged goods. 
| hot weather when the liquor busi-| His job is only half done when he 
|ness usually sinks to its lowest ebb, | delivers goods to a wholesaler. He 
jactual sales have been made to 20|must reach beyond the wholesaler 
per cent of all Chicago retailers upon |and make sure that the retailer is 
whom calls so far have been made. | putting effective sales effort behind 
This is in addition to sales made by/|the product. 
|jobbers. Eighteen new dealers were When the program was presented 


Cooperation Essential 


The merchandising program is 
based upon the premise that today 
the distiller, the wholesaler and the 


| 
} 
| 


tant money. On August 29th, hogs hit a top of $8.05 in 


for where the feed is, you will find hogs. 


Gazette gives you the remarkable coverage of 99°/, in 


Below is pictured Ray Anderson, the Gazette Farm Editor, in- 
specting the pig crop on the Norman Clark farm near Monticello. 
Since you're expecting it, we may as well say that you can tell 
which one is Ray on account he's wearing a cap. 


Represented National y by ALLEN-KLAPP-FRAZIER 


PURCHASING POWER 
FOLLOWS RISING HOG PRICES 


in the CEDAR RAPIDS AREA 


"Pigs Is Pigs’ to Mr. Butler, but to the prosperous farmers in the rain-soaked Cedar Rapids area, pigs is impor- 


was $4.50. But you may ask, "Do farmers have any hogs?" 
And if we may do a little forecasting in the best Winchell manner, 
many blessed events are expected this Fall in eastern lowa hog lots. With more money to spend than they have 
had since 1926, farmers and townspeople in the Cedar Rapids area present a fertile market, and the Cedar Rapids 


“Blankets Iowa’s Richest Market’’ 


Gedur Rupids Guzette 


Chicago. A year ago the average price in that market 


The answer for the Cedar Rapids area is "Yes," 


the city, 94°, in the county, and 81° in the ABC area. 


COMPANY - New York - Chicago - Detroit - St. 


Louis 


— 


to the Chicago wholesalers and 
wholesalers’ salesmen they expreggeq 
immediate approval and when tp, 
program started to move on the fo). 
lowing day, their cooperation Was 
assured. They were especially enthy. 
siastic over the idea of the “Roy 
Call” mixed sample case. 

The morning after the initial meg. 
ing the “missionaries” fared fort) 
armed with definite routings in def. 
inite territories arranged by the me, 
chandising department of thy 


Chi. 
cago Evening American. The “mic. 
sionary” job was to cover the retaj 


liquor field of greater Chicago in th, 
limited space of just five weeks. 
While the “missionary salesmep” 
were active in their five-week driye 
the regular staff salesmen of th, 
many wholesalers who had offereg 
cooperation also were carrying “mis. 
sionary” portfolios on their regula, 
rounds and informing the retailers 
as to the details of the program. 


These wholesalers’ salesmen ro. 
ceive inspiration through a cash 
prize contest. Two weekly cas) 


prizes are offered by Hiram Walker 
to the salesmen of each wholesaler 
One prize goes to the man on each 
wholesale staff who sells the largest 
number of cases of Hiram Walker 
products delivered by that particular 
organization. The second prize goes 
to the man in each wholesale group 
who sells Hiram Walker products to 
the largest number of retailers, re. 
gardless of what his total volume 
may be. The “missionary salesmen” 
are ineligible to participate in the 
prize contest. When they make a 
sale they are under orders to ask 
the retailer to designate from what 
wholesaler he wishes to take de. 
livery. 


To Be Continued 


Although the sales program as 
presented by these salesmen involves 
no price cutting, it does permit th 
retailers to present a complete stock 
of Hiram Walker at a minimum in 
vestment through the mixed “samp 
cases.” These are available for th 
package trade and in quarts and 
fifths for larger dealers and_ bars 
Hiram Walker does not contemplate 
making these “sample” or split cases 
a permanent part of its sales policy 
The idea was originated merely to 
obtain the widest possible represen 
tation on dealers’ shelves. 

Another major appeal of the pro- 
gram from the standpoint of the r 
tailers is the powerful merchandising 
and advertising support provided b 
Hiram Walker. They automatical! 
become members of the Hiram 
Walker “Roll Call” and are enabled 
to capitalize upon the prestige of 
that 75-year-old name. In token of 
their membership they are given fo! 
display upon their windows an at 
tractive decalcomania transfer sig! 
announcing that the retailer is | 
dealer in the quality products 0! 
Hiram Walker. 

Dealers also are provided will! 
various window cards, counter cards 
and novelties designed to further th 
sale of Hiram Walker products, At 
attractive booklet has been preparet 
entitled “Hiram Walker Roll (al! 
Which describes in detail both th 
distillery, which is the largest in th 
world, and its various products. 

Far from being merely a “flash 
campaign, the idea is to be used p*! 
manently in Chicago and will pro! 
ibly be extended to other large ce! 
‘ers of population also. 


Schrafft’s Appoints 
Doremus & Co., Ine., Boston, ha’ 
been appointed to place advertisi!* 
of W. F. Schrafft & Sons Corporat! 
Boston, maker of chocolates &! 
candies. Radio and newspapers W! 
be used in New England. 


2 LOCATIONS 


Mean Fast Service 


CONTRASTY 
PHOTOSTATS 


RAPID COPY SERVICE 


{ Vanderbilt 3-3680 
oe | Plaza 3-1360 
Cleveland: Main 9335 


{ State 6013-4 
) State 5980-! 


Chicago 


\~Tm 
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OR the first six months of 1934, MODERN MAGAZINES 
delivered a bonus circulation of 154,000 in excess of the 
guarantee—1,050,000. | 


Advertisers buying NOW atthe current rate which is based 
on 1,050,000 will get, immediately, a quarter-million bonus for 
1935 plus all excess circulation over the new 1935 guarantee— 
1,300,000, a mark already attained by several 1934 issues. This 
remarkable circulation growth is made up of 100% voluntary 
sales and reflects the constantly increasing popularity of these 


magazines with young women. 


The size of this group has never depended upon the num- 
ber of magazines which the publisher could put into one 


combination, but upon the individual vitality of the maga- 


zines included. Each magazine is designed to be a success in 


its own right... to stand on its own feet and to ap- 


peal editorially to separate audiences. Com- 


MODERN SCREEN 
IS 
FIRST IN LINAGE 
FIRST IN CIRCULATION 
IN THE 
SCREEN FIELD 


posed of only three magazines, MODERN 
MAGAZINES, offer advertisers a well-bal- 
anced group circulation with each 


magazine a leader in its field. 
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October 1, 1934 is the deadline FIRST IN CIRCULATION 


MODERN ROMANCES 
IS 

SECOND IN LINAGE 

FOURTH 'n CIRCULATION 


for buying the 1935 issues of 
MODERN MAGAZINES at the 
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RADIO FIELD 


1934 rate of $2,100 per black and 4 
white page. After this date the 
new rate increases $500 per 
black and white page to $2,600. 
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MODERN SCREEN - RADIO STARS - MODERN ROMANCES A 


MODERN MAGAZINES 


AN i 
‘The quality magazines reaching mass markets” | | \ i iN eee 
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HEALTH PRODUCTS 
EXPANDS EFFORTS 
ON THREE FRONTS 


Feen-a-mint, Asper-gum 
aud White Tablets Benefit 


New York, Sept. 13.—With an 
expansion in its Feen-a-mint laxative 
chewing gum radio program, the 
Health Products Corporation, New- 
ark, on Sept. 30 will launch cam- 
paigns on three of its products to 
run simultaneously this fall. The 
other two products are  Dillard’s 
Asper-gum and White's cod liver oil 
concentrate tablets. 

Dillard’s Asper-gum, which  re- 
ceived its first advertising last 
spring by radio, will again be on the 
air for 13 weeks. The cod liver oil 
tablets will be advertised exclusive- 
ly in magazines. 


Aside from the enlargement in the 
program, Feen-a-mint’s fall activity 


is noteworthy in that it will play up 


modern composers “already arrived” 
as well as the most popular current 
songs from Tin Pan Alley, some by 
composers “just arriving.” 
Feen-a-mint last year was on the 
air with two 15-minute programs 
each week. This year, it will have 
one, a straight half-hour every Sun- 
day at 6 p. m., using Columbia facili- 
ties with basic, supplementary and 
West coast hook-up of 42 stations. 


Will Have Guest Composers 


George Gershwin heads the pro- 
gram, which will feature his own 
music chiefly. There will be a spot 
each time for some other composer 
whose work has captured public 
fancy. Gershwin will introduce the 
composer, who will play his own 
number. 

Illustrative of this spot idea, it is 
announced that the first composer 
to occupy the time is Harold Arlen, 
who wrote the music for “Life Be- 
gins at 8:40.” The featured song 
will be “I’m A Builder Upper.” The 
Feen-a-mint orchestra has been en- 
larged by ten additional musicians 
to 25 pieces. 

Dillard’s Asper-gum, used by the 
dental and medical professions for 
post-operative conditions to avoid 
irritation caused by undissolved par- 
ticles of aspirin lodging in the mouth 
and throat, advertised last spring 


for the first time, now has national|a woman is shown handing a child 
distribution. This product will take|a sheaf of wheat, while the child 
over the “Bar X Days and Nights” |looks up from her breakfast cereal 
program which during the summer | dish in dismay. An inset shows the 
featured Feen-a-mint. Carson Robin-|child making grimaces over a cod 
son and his Bucharees is the orches- | liver oil bottle. 
tra. Commercial announcements will “You would never dream of giving 
tell of the pleasant advantages of | your little girl a sheaf of raw wheat 
taking aspirin by chewing and grain-|when she can have the goodness 
lessly dissolving it in the mouth. concentrated in delicious cereals and 
White’s cod liver oil tablets will|»read,” the caption reads. “Then 
be advertised in a large magazine why give children bulky cod liver oil 
campaign exclusively, using the lead- when there is a better, really con- 
ing general and women’s publica- venient and delicious way to take 
tions. Whereas the campaign last|it - - - White’s Cod Liver Oil Con- 


year was devoted to the story of centrate Tablets?” 
the company’s conquering the objec- 
tionable features of taste and form, 
this year the magazine copy will 
stress the fact that despite their 
small size, the candy-like tablets 


An Easier, More Pleasant Way 


The seal of the Council on Chemis- 
try and Pharmacy of the American 
Medical Association appears in the 
contain a full supply of vitamins A eae Bag tty Procyon aman. 
and D. k 

eeping Bureau and the American 

The problem which confronted the | Dental Association, finds “health- 
advertiser and its agency, Wm. Esty | promoting vitamins A and D of cod 
& Co., is an inclination of some peo-||iver oil concentrated in these candy- 
ple to believe that the small tablet |jixe tablets.” 
cannot contain all the required con-| While the copy gives greatest at- 
tents of the oil in its usual form. | tention to the use of the product by 

Striking comparisons are made in| children, it also recommends it to 
headlines and illustration to prove] adults because it is “easy to carry, 
the error of this kind of thinking. | easy to take—no bulk, no mess.” Its 
Pictures show attempts to feed raW|yse for infant feeding is also ex- 
materials from which the common | plained. 


foods are obtained. “Science now gives you a pleasant, 
In one of the first advertisements | most convenient way of feeding your 
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Many manufacturers check substitution and increase 
sales by using “Where to Buy It”... by directing 
prospects to authorized dealers. They list their trade 
marks and authorized dealers in classified telephone 
directories wherever they have distribution. Prospects 
simply look for the brand name and are directed to 
nearby representatives. 

Identify your dealers in this way. You will make 
more sales—and keep your dealers better satisfied. 


American Telephone and Telegraph Company, Trade 


Mark Service Division; 195 Broadway, New 
York (EXchange 3-9800); 311 W. Washington 
Street, Chicago (OF Ficial 9300). 
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Medical science proves the 


HEALTH-PROMOTING 
VITAMINS A ano D 


of cod liver oil ave concentrated iu these canedylike ‘bles, 
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c CONCENTRATE TABLETS) 
ee | 


The story of vitamins is resumed 
in copy like this to appear in a 
large magazine schedule. 


children the precious vitamins A 
and D of cod liver oil—without the 
nauseating, fatty acids which are go 
often upsetting. It gives you these 
valuable vitamins in  candy-like 
form. 


“Each tiny tablet contains the 
vitamins A and D of a teaspoonful 
of cod liver oil . . . contains those 
qualities which aid in building re. 
sistance and promoting growth. ... 
Fine for teeth and bones.” 


Last year’s theme is repeated in 
the statement that the tablets do 
away with “all the old cod liver oil 
struggle: fishy odor, messy spoons, 
sticky bottles. . . . Better still, they 
eliminate any chance of upsetting 
the child’s stomach. You can always 
be sure that your child is getting 
an accurate dose.” 

The first of the new advertise 
ments appears in November maga 
zines. 


“American Hatter” 
Backs Fall Inaugural 


Timed to the day when straw hats 
are hurled to destruction, an inaug- 
ural of the fall felt hat season start 
ing Saturday and _ involving local 
newspaper advertising and _ dealer 
display is being sponsored as “Na& 
tional Felt Hat Day” by the Amer 
ican Hatter. 


The campaign was planned to ob 
tain simultaneous men’s hat prome 
tion by leading dealers and to drama 
tize the straw hat deadline as never 
before done. The magazine sent 4 
special letter to newspaper business 
managers in the largest cities wre 
ing participation. 


need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 
Econo-print Department 


MAGILL-WEINSHEIMER COMPANT 
1333 SOUTH WABASH AVENUE, CH 


Telephone Calumet 7200 
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He RE are 14 automotive establishments 
all in the same town. Take a close look at them. Do you 
need to be told which ones will give you business? 


Those on the right are MoToR subscribers. Those at the left 
are typical examples of ‘‘fringe’’ establishments which 
are NOT. MoToR offers QUALITY circulation. 


Be i: rl 
aici mL 


wo & Mh Further, its circulation is SELECTED AS TO LOCATION 
ae to parallel buying power in every state and every trading 


area in the country. * 


oT) ee . “Sa 
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MoToR gives advertisers the greatest PAID coverage of 
rd QUALITY establishments and outstanding READER 
Pel | PREFERENCE in those establishments. 


MoToR tor the first eight months of this year has a 
172 PAGE LEAD over the next magazine. Its leadership 
over all automotive magazines 1s the GREATEST IN ITS 
HISTORY. 


The Automotive Business Magazine 


*Ask anyone of our representatives to show you a copy of the 158-page book, “WHERE 
THE RETAILING IS DONE.” It gives a complete breakdown of MoToR’s circulation as 
compared to purchasing power in every state, city and trading area in the United States. 
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ADVERTISING AGE 


iat 


September 15, 19% 


Rockefeller Center 
To Have Own ages 


| 


Rockefeller Center, New 
“city within a city,” will on mo 
own magazine, Rockefeller Center 
Weekly, highly illustrated and re- 
porting and interpreting news, per- 
sonalities and business activities 24 
the Center and its tenants, beginning | 
the first week of October. 

Editorial, advertising and circula- 
tion policies were developed by Merle 
Crowell, director of public relations 
for Rockefeller Center and for six 
years editor of The American Maga- 


zine. 
manager. 


Adds ‘ica 


Robert H. Kupsick Eastern Adver- 
tising Agency, New York, has been 
appointed to handle advertising 
Hotel Park Chambers, 
New Forrest Hotel, Hotel Monterey, 
The Sussex Hotel, Hotel Clifton, Ho- 


tel Claridge, and Damascus Face 
Cream and Pocket Heaterette. News- 


papers and magazines will be the 
principal mediums. 


Pask to “Machine Design” 


Charles E. Pask, who has_ been 
with Industrial Acceptance Corpora- 
tion, Fort Wayne Journal-Gazette, 
Wayne Oil Tank & Pump Company, 
and Studebaker Corporation, has 
joined the advertising sales staff of 
Machine Design, Cleveland. 


Van Dyke Hill is advertising | 


PLAN NATIONAL 
STYLE SHOW TO 
AID RUG SALES 


Intensive Drive Sponsored 


by Alexander Smith 


New York, Sept. 13.—For what 


is believed to be the first time such 


of | 
Hotel Duane, | 


an event has been conducted on a 
national scale, Alexander Smith & 
Sons Carpet Company, Yonkers, is 
sponsoring a style show of Ardsley 
Axininster rugs, backed by national 
magazine and newspaper advertising. 

The Sept. 29 issue of the Saturday 
Evening Post will open the con- 
sumer effort with a color spread an- 
nouncing the style event at the 
reader’s local department, furniture 
or floor covering store during the 
two weeks’ period following. This 
copy will stress the point that high 
style and low price go hand in hand, 
and also the fact that 1,000,000 
American women, who have _ pur- 


|in approximately 


| 
chased Ardsley rugs during the past 


five years, “can’t be wrong.” 

In addition, announcement copy 
will be run by the company, whose 
selling agents are W. & J. Sloane, 
206 newspapers 
reaching between 70 and 90 per cent 
of the families in 156 major markets. 
About 10,000 stores carry the line. 

The style show is expected to be 
one of the greatest stimulants to the 
carpet business ever staged. The 
advertising is expected to reach 
14,000,000 families from coast to 
coast. The agency in charge is An- 
derson, Davis & Platte, Inc., repre- 
senting W. & J. Sloane. 


— 


Newspaper, Magazine Tie-Up 


The first newspaper advertising is 
scheduled to appear Monday, the day 
before the announcement appears in 
the Post, showing, in an illustration 
covering most of the two pages, 
groups of women admiring new 
Ardsley patterns on retail display 
and comenting on their beauty, 
quality and low price. Special prices 
have been established for the style 
show period, but are not featured 
in the national advertising because 
of varying local conditions. 

An array of dealer helps placed in 
merchants’ hands is said to be the 
most complete set of this kind of 
material ever offered in the floor 
covering industry. Included is a 


THIS | COOL PART OF THE 
UNITED STATES IS THE 


Mol spot 


MARKET OF 


The Pacific North- 
west Is Getting Ready 


to Harvest Bumper 
Crops Like This! 


Unlike many parts of the United States, the Pacific North- 
west will have no scarcity of crops this year. And crop prices 


will be high. 


Producers of this section will have money to spend—for food, 
clothing, all other necessities, and luxuries, too. This big in- 
come will be augmented by a large program of public works, 
including the Bonneville and Grand Coulee dams. (Bonne- 
ville $32,200,000; Grand Coulee $63,000,000.) And Port- 
land—the distributing center of the Pacific Northwest—now 
more than ever offers the most lucrative market for test cam- 
paigns! Concentrate your advertising in this hot spot market, 
Mr. Advertiser—and use The Oregonian, the dominant news- 
paper of the Pacific Northwest. 


Che 


rego 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, 


Re. 


New York, Chicago, Detroit, San 


Francisco 


National Color Representatives; ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 


N E O F A M E R 


.& AS GS R&A FT 


NEWS PAPER S&S 


—_ 


\b 


POWERFUL COPY FOR. RUGS 


emonsdiute the remark 
able wearing qualities of 
Masdend Irgonne Rugs, 2000 
stores in all parts of the coun 
week and neat, are 
holding the farmeus Madand 
Sidewalk Tests. If 


vou want to see wheal long jeear 


fr womsie 


rug really means sce 


these tents in 


your tity 


toned whe wal 
> Rugy (dakdree Won't 


— trom any other rug 
Mocland Arygramitae Way 


re alb-wemd 


@ aber 


MASLAND ARGONNE 
“The Rug Children Won't Wear Out” 


Dramatic copy in this week's "Saturday Evening Post" focuses atten. 
tion on unusual sidewalk tests to be staged to demonstrate the 
woarlng west of Masland Argonne rugs. 


giant blow-up of the Post advertise- 
ment for dealers’ windows, a perma- 
nent decalcomania for windows, 
streamers and banners for window 
and department displays, an im- 
printed style show booklet of en- 
velope enclosure size showing pat- 
terns in color, newspaper mats for 
supplementary local advertising, and 
a car card in color and a three-sheet 
poster, both for local use by the 
dealer and designed to bear his im- 
print. 

One of the most unusual aspects 
of the campaign is the use of lucky 
pieces for buyers and salesmen. The 
thought behind this phase of the 
promction is that most people are 
superstitious, and millions carry 
lucky pieces. 

Uses Psychology 

The style show lucky piece is the 
size of a half dollar, in gold color. 
It bears on one side the new Alexan- 
der Smith trade mark and on the 
other the words, ‘Ardsley—Amer- 
ica’s Favorite Axminster.” Sloane 
representatives were told to give 
tnece to buyers and salesmen with 


an aldmonition to carry them and 
see how many Ardsley rugs they 
sell. 


“This may sound like so much 
bunk,” said Lewis G. Van Akin, 
Sloane advertising manager, “but 
human nature is such that this little 
suggestion, trivial as it seems, will 
put each man in a frame of mind of 
wanting particularly to sell Ardsley 
rugs.” 

Style is the keynote of this new 
departure in nationwide floor cover- 
ing promotion and the objective is 
to stimulate people to buy “style at 
a price.” 

This is the second national event 
sponsored by the Sloane organiza- 
tion, which represents a group of 
leading mills, this fall. The current 
issue of the Saturday Evening Post 
contains a page announcement of a 
torture test demonstration of Mas- 
land Argonne rugs, manufactured by 
C. H. Masland & Sons, Inc. 


Clean Half of Rug 


The demonstration has the co- 
operation of 2,000 dealers in all 
parts of the country. The rug is 
placed in front of the store where 
weather and thousands of tramping 
feet grind more wear into it than it 


would receive in the home in years. 

At the end of two weeks, the rug) 
will be taken up, and one half of 
it will be cleaned, thus showing | 
how the product has retained its 
colors and pile during the grueling 


test. 


Several suggestions @re mai 


for the wind-up of the demonstrs. 


tion. 


One is that the rug be dis 


played along with the dirt removei 


from 


that the dealer auction it. 
event, 


the cleaned half. Another 
In any 


the mill protects him against 


the loss of the test piece. 

Advertising for this demonstration 
was also handled by Anderson, Davis 
& Platte, Inc. 


Appeal Widened, ABA 


Renames Official Journal 


Starting with the October issue 
the name of the American Banker 
Association Journal will be changet 
to Banking, according to F. N. Shep 
herd, executive manager of the Ame 
ican Bankers Association. 

Primarily for bankers but with # 
following of business executives aut 
others having frequent contact will 
the field, 
be edited to serve both groups ant 


cover 


and development. 


Banking in the future wil 


the country’s economic change 


United Has Symphony 
A monthly talk to Rexall agents 


by L. 


K. Liggett, president of the 


United Drug Company, Boston, ane 
Sunday afternoon music by the % 


piece 


chestra, 


Kansas City Philharmonic Or 
directed by Karl Kruegé 


will feature the Coast-to-Coast adit 
program to be inaugurated by United 


Drug 
tional 
14, 


over the WJZ network, \® 
Broadcasting Company, % 


WHAT DO “you 


NEED? 


For facts, figures and market 
data about the 11/ billion dol- 


lar baking industry, 


come to 


BAKERS’ HELPER, this in- 


dustry’s 


leader for almost a 


half century. 


Check the data you need below, tear 


this advertisement and mail it to US. 


0 


O 
O 
O 
O 


_BakeRSHELPE 


" MAGAZINE / BAKERY PRACTICE 


® 


Facts and 


Baking Industry gant 


Figures, which is 
data folder 

A copy of “Selling Leads,” 
an every week service " 
Sample pages from the Ba 
ing Industry Blue Book , 
Sample copy of BAKERS 
HELPER le 
Audit Bureau of Circul® 
tion Statement 


Send to 


'LPER 


Almost a Half Century of 4) 
Helpfulness 


330 S. Wells St., Chicago Il 


; ca aoa f oe PR deamieieoe gt al ak I «MO TC OS a Ae an Mee eM tite tig ee ee eth an Oe Aer Fico n eho NAcc te cn IAB o6 ec eee | Mae oA ONG ES IT Be ey OS 
Yes ‘a ihe io, a es al aa oe st 2 : ue : a : tn ‘ © eee ae as nae a Te to ey GP de ats pg tear aes ely 
ae 4 2 oa = eee “ ua F , -— 7 + -% \ ‘ 5 “ o> 3 
ie Nie oes rie £ Gat 2 Sr eee eee ah Rais 
F 4 Ag Peet Sneha bane ae rs 9 2 Ps oy Re pease Eats Mh i an re a er a e 4 7 We h Pahere Gee ns 2° ages bene ie oa note acreage aan a c Z er . . . OK .- PP 7. . : / ve “a 
Tae fg ~ i Meare 
‘ 
y 
——— 
- | would such punishment 
me % . - 1 7 
oe 5 es eae ; “ Phar ; 
es ete ‘ A " * rh 
rs | c : : You Ss 
me f 
at ge i) 
— . hy, Cy La 
a Tt 2 4 
a * ; : h, es 
la BS ok:, * a7 ¢ 
2s , ' ey "> %, 
er ‘ a a 
| - ‘A ; ™, &, . OM, 
} 2 2 as J es 
: 4 4 el ' y ' 
nj | | f. fis ; h % ~~ & 
t . 7 ig or : 
ia a Re a’ Yl foe A fe % 
| ‘ . Ses PY - - fs 
: a ot ee ” * “Fae e+ , 4 S 
| —__— on of = ain. het .. oa , e re ‘yi Te ; 
| — hr id. 7 ap 4 J. ar. ~~ | 
Tatas, wtien sur daillete have’ to ping ‘/ fee ‘ 4 | 
i o cver bafiare, wer ia oy te yop et ‘ Z | = ah 
So wrist av gonial books in th oa get: eT a ‘ ee i 
} « ol 4 reg That ie why 2000 oo 2 (ee ‘ a J 
ia dice tong tle Fasteraes Mestad Argan me a ee ee ¥ | 
oe Siclewalk Tratenras bet yu sem seith vie. 7 Sede eT ew , ‘ 
acne nov seen thc aaaseaaiaanae j ys a=:  } of s - ze: | 
age i M sears we of wus Madsed As A Fes si e ee f e $ 
ee wmer Rage, After you have © . ee 2 e ee — a j . 
: = oy or es ee ie: Fy . 
cou ere will anchor a : ye T 
aie be From the Ook tory works someon Hike shein will be eimaetid kat fgeae eof MAM towers treme <nsnne ter coxmnt Each wtome will ahs Mosdend 
see. ’ Seguewse Wing formu :i+ Ler oxcark and aquired 14 cut om the sidewalls <r in the stuee bohiew There i will ermmele: for to 40 
ar : niet sail " Tiveuasucle of ge ye wb tranmple oe f, grinding wwel at aged. grease wad prieme uate ite ute ve | 
age pee" Veil ener erdea less wayctt mo it mind! plese Sham 2 ring Feetives ine hnane ive seune, TW utity Gur tiem toate 
2 Po . ‘ ‘ — | 
‘ett mauubecturing paccege which We ee 
a, syrmmtlle pet only few their umeal «eating quali eels in snuck higher-priced Mute coverings, . polished! thers the eng aleavs “lays » Ne 
oe : tie & byget we baked hairs gremsatile w reetisicee uel be wuts a favther hawk alee bucks tle pale iw 7 
“ke . of pattem ane * canes A cobain gevevally Gaaai Non- Skid Backs 4 ter the et wearing quality " of 
Ba 5 Capnartheny accidents Frsult frean “emg fille”; tor nay Moderat | 
rey Rathi of the annoy ance Cound dry rege that dip oly priced | 
its ; ae 4 a ; werk atede. “Ve buch of overs Mantua Aegean, Yeu will be ment agreeably @ BACKS 
Mee in a Pane icis fa Ustaceibibli, temaninl GL’ then: nannaiedd tie ryeined whew yaer etcre’ Ai 
ace t Y Fe PM , > Ser fers pavatent to make it hslgend, ts a Sead a | + 3 
ats a . ae nl ee f , P 
Coighenene RS A, = (ff. 
aN wt . s iid na Jaierel aston Be a oye 
4a es $ ab’ iS *} “st “ae AT THE ENS OP TWH) WHERE He naw & der boom weds beqeiti Bae " , 
ro i Bias ow Led A vk sear atae ane om tw rg ates oboe teen | ful, wear remmting ror Can 
4” | ne " 9 a won Ph Ae Sel ear by Als i cndharae y-Sege xia te ae 7 
ae ee peacue * x 9 6 12 rugty Nena haw Biren the pit ar a wile aber tiem af designe iiss a8 
ts oe { oe sr re fe z 4 Satis Gt Sphinn Sehtle tras bene otbigacl anid cvdews Cae we Fite weonery % 
Bese Si eI A es, Up, © oy ne howe tigts ated Grmde the oes of Tie: atsamae to siengde: (er ewctey 
Wet cua.” eae r &, the elnsmed half ase anh yoo poe priatse and large -ncale prodketicn meh 
nes eee . basis wit: Cue a + 44 nithetagnio wack ; “ 
> i —————————_—_—————SEE Td ‘ ap AE he @, fn my fame? . tere aed whieh) thie atere puree Cit 
a Stat a," 9% ¢ Vasiard & Senn. tee. Carlinte, Pa 
Pa ow, t 
<a See - ———— - —z tf “aaa f> 
ish Bere a a ee ae Es 
9 = 4 P %x Nhe ete! a ge ee 
Pe ; PA te. © A == rs. _- as - heat a oe 
a) Cn Gene an 3 ahs Sh Lan ly © ae «Oe 
ne a ies: “° _ " % ee Se o 2 7 
fen Roy OR Oe gp 
ered rat sy a a Faw: 5 es — ~ 
See oF OU 6 eae f 
Sag ie vo 5 3 9 : eee ee ae 
eee re: 
se 
a <r - 
Bis 2 
Betis 2 = 
<5 eat te pe 
fees Ad 
aa ee 
4 eee 
i tae a) 5, 
ae ee 
i Pe fon A < = F “a a 4. ‘ y 9 
Salle Meer. ' tad Pe. Wen 5 : (fue. “pa * » 
a. eae iit eS = led Se ee 
Dg j i \. teed Bh hey 
2 45 ’ a S.4 bil ~ fae 4% ell y 
bag 2 eee - me ted "an : 
e oe As Sree e t tg ie nas ¥ 5 : ee i, . al 
pe ee : i. Tr ‘ Zl - Pm 
“a SS + . a ay Bei . fe di , “” j eo ¥ 
ah Pao ter il fark y “ Tuy kas tai ‘fuk P 
Se ag, ea) . o i ey ae “ ’ _ 
ee wae = sae ‘ soe ; 
pax Ls a, oie ie . s yk eS fs, . - i 
ae RR Nw aya 
ae Me RNA Te 
: a ’ ‘ ‘F / ae 
oe oe § ‘i a , Oe Wie a . 
oe: _— “tows %. > ea + . ’ 
of aaa a i mi 4 : ue, ¥ : > 
Sere agi oie dea Hos : Pee . iS. % y / 
i beer ¥ |. a we Cae * ie Sa e 
Fae eae ; oo: oN i, or Se 
<5 oe. \¢ 4 3 ten Pee 7 “i ~ Sr. F | 
Sear ¢ RE, tae ae ’ i 4 * a } 
: eS 6 sae * 4 
. i. a as 
Soe es. ee ie 
ved as . y 7 * a oe on bat ie 5 / a 
? — ‘ r % a “a * 
$ apt! og "s 7 7 ™ or we a Sy 
pe ea a ae } sy, ‘fe » 
nee " f "a ee oo ee peas Fes) 
a ~ lee Oe 4 » ames a 
“= a els ; j tic yee 
ee meg Oe SC 
; ‘ ‘ SP ie hee, ae Te 
Pena, oa & Sa Sie ee a A | 
<7 Baga . 3 a aaa“ oe Fo ie A 1 | 
> ee ie SP 3 « : , cf ei 5 toh y hare . J 
sae 4 x pe a e a, Bb ss - a. ; * “+h * | 
= a % 7 3 Pd a * Ee ‘ °, 
: eS: ee MY ” y #3 
Pi sin 9 fiat “ 4 ; Fd ’ 
tee © - fi hog % \ 2 
ee ae ee f 
a ed 
eae 
ae ae 
. a 
a : i Ri 
6 iy Say 
opens aoe 
", ou x tes ‘ y | 
ees | 
wr an 
eR eT ee 
a } 
vis | 
a | po 
es 
coe BBS t 
pet m 
xd jae ar 
Fee a 
Wearave 
See © 
ei 
ii 
aes S. : ) 
ian Ks | ) 
— | 1 Ts 
oe ae J | | | 
aac aa 
os, 
Soe ey | 
Pod 2 es 
ast ae | } 
Sas eC | 
Pe | 
- een 3 PO | | 
| | 
; | a 
eee ee, | 
eee 
_ ar os is m 
Pod su 
ae 
a 3 s | 
+ a 
ye eae 1 7™—~——— ee Co 
a ny A , 
ae | 
es * ‘ es LE LT I A LL LE, A EC TS A eS SS SS ES Al en | 
ack aa 
Pade : 
“ane ‘ He 
. eS ae 
se 
Fie 
a et a pi " ‘ Pipe 
pay a |) ae - ; . ; voit eat el 
wee J od St or ey J y 7 ce a ae. : PE Gs ‘ ery : ane - j > : Foie eS Pes oo) See 
5 Ope AERIS Os PERE 1m a epee ae antag COMER E St ps CERRINA Ria as TAs hoe OR eee. PERLE Ose ES Wee ee eS Sigil wget Pak Mis oi Rn eR RN ae eer ci oak os RE el Salar Pere yo ee ae PUP setae Let es a et se ae CA eae ES So aR aa AT ame ENN ane 
eth ESP Aeee ees 2h ee a tt et nae, gy ca ie he. 1, PRR, oan peas ptee ee Tee he Ld hee eer TE, Four eer ertea og se Bred ee a RP ey RM OP Rp pe eee or NE ate Ree he eS |e aR AE REE OTT PD eres, Te Ae eee Rg MRS Tees ge ee erat ecg ADS ne ac 
; : sd ate ir, Sige m ) fetes oie Se page aus FS ale Bed ak Siete: Prag hiee Ge eee: Sear ay Ce, wets ah ae, ee OOHRS ted, Serine fe ae eS SRC aia WRAY roe eae ve ae ee Bey a ae 7 tgs ea oie eee & 
. ‘ we j : ; (Site Seen ee Pie nf aerogenes Oise Aye REPT oe Se oR Ac sapien eg Ripe Aa ig ks eet ees : Da yR pe tre EUS Ae One Rael eo te au. 5 See a a, co: Soares NSZRCS 
a rite ; ; “ai sae wai aa te SG AS EPR coy ia Naateue ware fe See FE . ci FF 6A es tee gle, ae al be neato 2S Rca hy STA RY nai eS ee Ri veer ag 


September 15, 1934 ADVERTISING AGE 


is 


This One Fdilorial feature 
Has Shaped the Lives of 
Milhons of Boys ~ ~ 


Seldom, if ever, has any editorial feature exerted 


: such a powerful influence throughout a nation—throughout the world— 
as the “My Friend Abroad” Department of The Open Road for Boys 
Magazine. 


Through this department, thousands upon thousands of boys all 
over the United States have written letters to boys in foreign lands. 


2 More than four million letters! In turn, these American boys have 


the received letters from their friends abroad. More than ten million 
al letters in all! 

ir This correspondence has built up lasting friendships —has broad- 
gains ened, educated, helped to mould the very lives of American youth. 
avi American boys—thousands of them—have visited their friends in other 


parts of the world. Foreign boys have come to the United States. 


Thus, this single editorial feature has actually shaped 
the lives, the thoughts, the habits of millions of boys... has 


made American boys better, more alert, American citizens. 


A magazine like The Open Road for Boys, which 
exerts such a tremendously powerful influence upon boys, 
upon their families, upon the ideas of a nation’s youth, must 
command your serious consideration as an advertising medium 


——a medium which deserves a very special place upon your 


advertising lists. 


The same editorial power which The Open Road for 
Boys Magazine exerts upon America’s youth can be put 
to work for you — to increase your sales. When would you 


like it to begin? 


‘| THE QPEN ROAD 
“1 FOR BOYS MAGAZINE 


7 r 
(i 
- 729 Boylston St. 122 E. 42nd St. 307 No. Michigan Ave. 
Boston, Mass. New York, N. Y. Chicago, Ill. 
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YOUNGSTERS T0 
PROVIDE LEADS 
IN FALL DRIVE 


Westinghouse Refrigerator 
in Treasure Hunt 


Cleveland, O., Sept. 15. 
cents of both sexes will be enlisted 
by Westinghouse Electric & Manu- 
facturing Company in a fall effort 
to crack those tough prospects who 
have survived another hard summer 
without succumbing to the lure of 
electric refrigeration. The new 
campaign will run until Christmas. 

“Captain Strong's Westinghouse 
Treasure Hunt” will be the adven- 
ture in which growing children in 
each community will be asked to 
participate in the hope of winning 
a bicycle, skates, miniature electric 
range, football outfit or one of a 
dozen other prizes. 


Adoles- 


As soon as an ambitious boy or 
girl signifies an intention of enter- 
ing the hunt, the dealer presents 


him or her 
“lucky coin” 


with a Westinghouse 
as an emblem of mem- 
bership. The hunter is then given a 
pad of “clues” for the hunt, with 
the following directions: 


Details of Contest 


‘treasure hunter’ can enter 
as many as ten ‘clues.’ Write them 
on the sheets contained in this book. 
A ‘clue’ is the name and address of 
a family who are not yet using elec- 
tric refrigeration. You can find these 
families by calling on your relatives, 
friends and neighbors. Just ask 
them what kind of refrigeration they 
have and how many there are in 
the family. 


“Every 


“Explain to them that you are in 
the Westinghouse refrigerator treas- 
ure hunt and show them the prizes 
you are after. Be sure to explain 
that they are not obligated in any 
way by letting you use their name 
as a ‘clue.’ It simply means that 
if they should buy a Westinghouse 
refrigerator before Christmas, you 
are the one who will get credit for 
the prize. Surely few people will 
refuse to do you this small favor. Be 
however, that they have not 
clue already for some 
hunter. 
have agreed to let 
name as a clue, print 
name and address on 
Make an ‘X’ or 


sure, 
furnished a 
other treasure 

“When they 
you use their 
or write the 
the clue sheet. 


check-mark opposite the kind of re- 
frigeration they are using, (see list 
of different kinds in back of this 


book) and enter the number of 
people in the family in the proper 
place. 

“Then ask them to sign in the 


proper place, showing that they want 
you to get the prize if they should 
buy a Westinghouse refrigerator.” 

Salesmen gaining interviews 
through the kindly offices of young 
treasure seekers will tell prospects 
that the United States Government 
aends temperatures between 
32 and 50 degrees for safe preserva- 
tion of foods. Above 50 degrees foods 
tend to develop rapid multiplication 
of bacteria. Below 32. freezing 
occurs. 

The salesman will then point out 
triumphantly that the average year 
contains only 19 days which furnish 
temperatures within these limits. 
While the story may vary according 
to weather conditions in each city, 
the argument for electric refriger- 
ation will be strong in each in- 
stance. Because of the employment 
of weather reports in the campaign, 
it will be known as a “cheat the 
mercury” plan. 

Dealers have been provided with 
a mass of material with which to 
execute the treasure hunt plan, in- 
cluding mats of newspaper adver- 
tisements. 


reco’ 


V ITAL 


cities in the U. S. 


rime . 
Does Not Pay 
in Cincinnati 


rate 


STATISTIC NO. 1—Gincinnati’s crime 
is 13% lower than the average for all 
other large cities in the U. S. Logically enough, 
the same forces that make Cincinnati so unpopular 
with the criminal also make it one of the most 
popular with the legitimate advertiser. 


| VITAL STATISTIC NO. 2—Cincinnati’s great per 
capita wealth ranks it as one of the wealthiest 
In this law-abiding, wealthy 
market Cincinnati's home-owned newspaper has 
led in Food, Drug, Retail, General and Automotive 

r —" for more than a een. : 


Kellogg M. Patterson. 333 N. Michigan Ave., Chicago 
Martin L, Marsh, 60 East 42nd St., 


ea” 
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New York | 
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PART OF "BIGGEST" WESTINGHOUSE DRIVE 


PROTECT THE FOOD YOU SERVE 


WITH WESTINGHOUSE 
Safety Lone Ce apriquration 


IT FRESH! 


KEEP 


@ Only Westinghouse gives you year 


“Safety-Zone” protection p/us so many extra fea- YY 
tures of time-saving convenience and real economy. 
too, that Westinghouse safeguards 
your refrigeration investment with 5 Years’ Pro- 
tection on the hermetically-sealed mechanism-of 
all “standard models for only $1 a year Why not 
drop in today — and let us prove to you that it will 
actually pay to put Westinghouse “'Safety-Zone” 


Remember, 


Refrigeration in your home! 


DEALER’S 


ts ee: HOUSE 


NEEDS 


THEM 


‘round ra 


WERE 18 THE “SAFETY-Done 
BETWEEN 32° AND SO” When 
FOOD STAYS FRESH AND HEALTHFUL 


@ 


WESTINGHOUSE 


One of the dealer newspaper advertisements which will appear this 
fall and winter as one unit in a huge refrigerator campaign which 
will get under way shortly. 


Realsilk Asks 
Radio Audience 
to Reveal Al 


Indianapolis, Ind., Sept. 13.—Be- 
sides publicizing its radio program 
and the players who make it, Real- 
silk Hosiery Mills, Inc., is asking | 
radio fans to name their own favor- 
ite artists and give other informa- | 
tion. The questionnaire is enclosed | 
with “Silken Strings,” a 20-page 
booklet in color. 

The questionnaire, which is a self- 
contained business reply envelope, 
asks these questions: “What is your 
favorite radio program? 
is your favorite composer? 
your’ favorite classical 
Favorite popular number? 


What is 


“Please name something 
member from Realsilk 
messages. Who is 
woman singer on the air? Favorite 
male singer? Favorite comedian? 
Has the Realsilk program influenced 
you to purchase Realsilk hosiery? 
How often do you hear 
program? What day do you have 
your radio turned on most? What 
is the most convenient hour of the 
day for you to hear a radio pro- 
gram?” 


you re- 
commercial 
your favorite 


The booklet itself introduces mem- 
bers of the “Silken Strings” 
tra, as well as some of the featured 
stars. It even discusses the instru- 
ments used, asserting that the 20 em- 


ployed in the Realsilk program have | 


a combined value of $200,000. 

The Realsilk account is handled 
by Erwin, Wasey & Co., Chicago, 
who are 
motion effort. 


Hanff-Metzger Gets 


Southern Service Branch 

Bauerlein, Inc., 
vertising agency, 
ciated with 
York, 
ern branch. 
offices in Chicago, Los 
Houston, Texas. 

G. W. Bauerlein, 
erlein, Inc., has joined Hanff-Metzger 
as vice-president. He will divide his 
activities between New York and 
New Orleans. His agency, serving 
leading firms of the South, 
in business 12 years. 


New Orleans ad- 
has become 
Hanff-Metzger, Ince., 


asso- 


Hanff-Metzger has other 


Angeles and 


Harry Daniels Dies 
Harry S. Daniels, 
held advertising 
with Kissel, Dort 
in Detroit last week following a 
long illness. Mr. Daniels was 62. 


who formerly | 
manager positions | 


Why? Who | 


the Realsilk | 


orches- | 


New | 
and henceforth will be a South- | 


president of Bau- | 


has been | 


and Buick, died | 


Mais Promotes 
Several on Staff 


| 

| In connection with a complete de. 

| velopment program for Hotel World. 
Review, The Ahrens Publishing Com. 
pany, Inec., New York, has appointed 
John H. MacCorison advertising man- 

'ager of the weekly hotel tabloid 

|newspaper. He recently has repre 
sented the Ahrens Company in New 
| England. 

Charles G. Endicott has been made 
Eastern advertising manager of Ho- 
fe Management. 

Ray Fling recently 
|Chicago where he became Western 
j;editor for all Ahrens’ publications 
land has launched a research program 
there for Western manufacturers. 

Leslie Carroll, until recently an 
|advertising representative in the Chi- 
|cago office, has resigned to enter the 
liquor business. 


| 


was moved ti 


number? | 


‘Grabhorn Manages 
| Station KFRC 


Murray B. Grabhorn, formerly with 
‘the Los Angeles Express and KH, 
|Los Angeles, has been appointed 
manager of KFRC, San Francisco, to 
succeed Arthur Kemp, transferred to 


Los Angeles. 
| Sylvester Weaver, Jr., has been 
|made supervising production mal: 


|ager for the commercial programs 
and Arnold McQuire is production 
manager for the sustaining programs. 
David H. Glickman has been made 
| publicity director. 


To Olmsted-Hewitt 


Fromme’s Method, scalp treatment, 
with headquarters in Minneapolis, 
has appointed Olmsted-Hewitt, Inc., 
of that city to direct advertisiné. 
Newspapers and display material will 
be used. 


responsible for the new pro- | 
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Across the Hudson lies—New Jersey! 


JUSTIC 


"fev lhe Mayor markel 


w_ NEW JERSEY! 


‘. Only one national magazine reaches as 
' For fifty miles from Manhattan’s City Hall many as 10% of them! 

the overshadowed suburbs of New York Passaic, the city, harbors 14,820 families 

Tied to the Biggest City by frequent ferry Sunday News reaches 66.3% 
taf boats, National magazines pass up all but from 
onl The Hudson Tubes, the Holland Tunnel, 4.7% to 13.4% 
vam the Washington Bridge 
bloid Locale of the funny name— Hoboken, Sure we're prejudiced in favor of the 
es Weehawken, Passaic and Hopatcong Sunday News—why not? 
made Home of the Newark Airport, the Princeton But our information is unbiased! 
bcs football teams, proud natives; Jersey For here is a weekly magazine 
ath meadows, mosquitoes, lightning; and Withanational-sizecirculation—2,200,000! 
onl many an old joke Concentrated in a compact, population- 
in But a pleasant place to live packed area, 
pes And a huge, rich, close-together market The best market of these U. S. of A. 
Chicago size all by itself—with 3,363,641 And into suburban New Jersey 

people! The Sunday News sends 312,523 copies! 
‘RC Howya doin’ in Joisey? In 113 of the 156 cities of 10,000 and up in 
Kt Ten New Jersey Suburban Markets the market, 
co, to The ten largest cities in suburban New Jersey From any Gotham skyscraper can be seen Sunday News coverage averages half the 
= * o SINCE 1, 4AO0Ne PEE, AGE SNS Lee The docks and buildings of Hudson County families, 
been elow shows one good way to reach them with . ; - 
man: your advertising. Which means mostly Jersey City, Hoboken, Never drops below 20% 
ti je aa sreMS Meas Maaaane Union City, Weehawken, West New And the big —— magazines hit about 
made Rsueik 442,337 3130, 48°, 13.96, York, Bayonne : one fomaty in ten! . | 

Jersey City 316,715 54.7 33 9.0 Hudson County’s population amounts to Spotty as raisins in boarding house pudding 

| Paterson 138,513. 56.5 4.7 18.2 —165,104 families Thin-spread magazine circulations 
om io. ego oe i oH The Sunday News gets 52.2% of them! Can’t butter much bread 
ame Bayonne 98.979 548 3.0 87 The largest national alain 9.5% In this most valuable of all metropolitan 


1 will 


East Orange 68,020 16.9 7.7 22.4 
Passaic 62,959 66.3 4.7 13.4 
Hoboken 99,261 59.7 2.4 13.7 
Union City 58,659 54.7 3.3 13.1 


Only the 12 largest national magazines are in- 


And the first twelve national magazines 
combined reach fewer families than the 
Sunday News 

Pass on to Passaic County, via the George 


markets 

Only the Sunday News gives adequate 
coverage 

In America’s most adequate market! 


cs cluded. Five magazines are represented in the low Washington Bridge Regardless of the length of your media list 
column: three in the high. And you can’t pick them by - 2 P ce ; ; ; 

4 checking their total circulations. Magazine figures Site of Paterson, with its 35,503 families, You need this medium 
nea e m latest circulation books. Sunday News Sigures 56.5% of which read the Sunday News In this market! 

Jrom March 29, 1934, audit. Coverage figures based 
a ond 

11930 census. 
ain —== 
——— vg 
utes! = 
=4 NEW YORK) = MASS 
CE ——y 
, 

: NEW YORK’S PICTURE NEWSPAPER 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 


Tribune Tower, Chicago 


4 4 Kohl Building, San Francisco 


: i = Lsaartyecn : : if 
“ s ; : a = ee a 
glassine ay ae : gah 
ois ae Now 7 j Mg : ate) at De 4 a : eigen 
a ogee 2.°% ie 
as Be is Ie 2 eee - 
ae n ie ig! ve oe F 5. 
"<li ae ie 
Pure Speer ; : =p ¥ 
<x, : 
- / / A f- 
: / Me. gf J“ 
i ; / 4 L Ax Ce 
j > ee ti / / _ ° 
3 l fel/2/ / x is F 2 es 
» 7 . a2 4 
- : z N.4 af! ? yy. . . - 
ai Ne / j f y 1o~—da 
> © Eee Xe hh ™ (4 re 
2 Wes ’ seedy Fi | = = / FF / i p IA ae \ e a sakes 
yale 3 oe ’ ht ut wes a 
a 2 an | Al f \ il Li * ee 
t ae i “ Ke Bree 
a A3\ 7a\e\G\ CAS i 
ea vr , o \ P .Z - : : 
2  - % \( JO \F 
ie vk, ee m\> \ \ we ( 7 
or ie oo , * \; \ Pa \ ) ao 2 
ie le Se wid oN \ - ~ y ee 
Weert i a \eee em p eile ‘es 
Ra to 
isd , ia Ans ¢ 4 a” a 
” > iio, Gr. ‘~ 4 ae ed 
, at PN Ne ae. - Ke 3 
a ental haan ? < oe 
_ Pee eB - ~“ ee) € 3 ht 
- ee A an NON, f Wig, ea 
~ a, a a 
" oe ‘ - -_— t . 
= ener Fe Pan 
a ll - 
a ales Bp 3 . 3 ee ae: a o~ ‘, . 
afew ie a ‘a = ee eo 
‘ ia, adds an e  e « oe 
- en - . sy k es & : " : = tet 
we , 4 + oe q ™ a” " B, ao r. 
ihn eli ve ne ’ : Abas mm ‘ a . 
SY > : ¥ - ern, Nod ae 
: yen oe aa —_ 
7 a dt Loma Se aa 
‘ OS RI ae ee 
aaa, YS Bie ate a 
ioe a cats 
> 2 
; 
Sy 
2 Sea 
sc oy ng EZ 
and * aR ss 
Be 
ane 
as, ha 
: 4 _ 
4 ea a 
er 
Pe een 
as 
i x om 
aa roa a 
ae a 
aa i a 
om 
A 
a i ore 
e sey ry 
oukotai 
ee 
Pe 2 
’ ; aa Pee 
oe eae 
ae. 
and iS hes 
pile te pee 
a, eS 
eae. 
ia 
a _ a 
Vie i 
— 
af a 
eas Feat se 
’ —- 
‘ee, “gi > 
Awana 
; 
a piter~ -- 12 r= a 
Seo. es =| 
5 Seah 
a eae 
VS etetbons 4 
; eae 
oi > aa 
Be ys SEE, Oh: Pane ce ue aes Et Se stn een eae vee ee OO cae eae ifs po emenne BAS Fe ok ie oe Re ei de "ss ppg hist Sc tate eas | ae we Da Be ate at eV aes oleae aes TS eee a 
ia eer: Tien ee eT, Rates as, 2s San pot Sy =. ee oa ee RNR er Cae cag Ley 5 = SS ER RS lac est AR Se ea asc Ol ce SN Ota tha se ies = RS «a ae et RR ec i yee ey, lied eel Bec 
Pepa areee Ps ge eS ey * a Sa ana REET OR cee ab i AR On RE Se a eee 
Pog aN eae A Ege) Bete - es Ste Pee ME oh ae ach a ay NY eee : 4 a} Tar iey ~ Shea Oy ohare a, whe se vie J bn Fe" oy cea dae a oie avs akon eats ? Fae eg Sie : Ms Bree * abrir 2, a f. ba, gaa 


Vee 


18 


ADVERTISING AGE 


Hence in announcing the current | 
prize campaign, the company and its 
agency, Roche, Williams & Cunnyng- 
ham, added a label which makes it | 
easy for the housewife to indicate | 
whether she would or would not 
like to see the Old Dutch label 
changed. 


LETTER CONTEST 
INCLUDES QUERY 
ON NOTED LABEL 


Old Dutch Cleanser Offers 
$3,150 in Cash 


Will 
By the time the 
Sept. °0, Mr. 


Get Reactions 
contest closes, 
Tremblay expects to| 
have a pretty idea as to 
whether or not the user of Old 
Dutch violent views of 
artists as to proper use of color, or | 
whether she is merely interested in | 
getting her housework done quickly 
Chicago, Sept. 13.—In_ offering | and economically. 
handsome cash disbursements to the In announcements of the campaign 
American housewife for the best let-|jn 120 newspapers, in addition to 


good 


shares the 


ters on “Why I prefer to use Old! The American Weekly, the famous 
Dutch,” the Cudahy Packing Com-| Old Dutch Girl abandoned the ag- | 
pany is making a bow to the scores) gressive attitude which has _ char- 
of artists, who, through the 30 years | acterized her appearance for so 
since Old Dutch Cleanser first ap-| many years, shifting her stick from 
peared on the market, have con-|\the right to the left hand in order 
fessed their finer feclings to be /|to clutch a bag of gold, representing 


outraged by the mixture of primary|the cash to be distributed. First 
colors used in the label. prize will be $1.000 and 164 other 
Countless artists have appeared | awards will swell the pot to a total 


before L. G. Tremblay, advertising | of $3,150. 


manager, during this period, with a| The contest is being merchandised 
new and more gracious color com-| vigorously through retail grocers 
bination which meets all of the ob-|and in some instances, house-to- 


jections to the present riot of red, house distribution of reprints of the 
yellow and blue. |}advertisements. Since letters must 


| be written on the back of an Old 
Dutch label, or a reasonably good 
facsimile, the contest offers Cudahy 
Packing Company an excellent op- 
portunity to enlist the interest of 
those who have been able to resist | 
various appeals made in advertising | 
over many years. 


Expect Useful Hints 


stressed 
diffi- 


The announcement copy 
the fact that “there’s nothing 


|cult about this contest—nothing that 


requires unusual writing ability. All 
you do is tell us in your own words 
‘Why I prefer to use Old Dutch.’ 
And of course you know plenty of 
good reasons! 


“Some women prefer it because it | 


cleans quicker and cleans 
things than anything else. 
because it lasts longer 
more square yards of cleaning per 
penny of cost. Still others prefer 
Ole Dutch because it brings health- 
ful cleanliness, doesn’t scratch, never 
harms the hands and always works 
perfectly in the hardest water.” 
Letters are confined to 100 words. 
Discounting the small minority 
which endeavors to peer into the 
mind of the advertiser and write the 
kind of a letter which it is believed 
he would like to receive, the com- 
pany expects to pick up some valu- 
able hints from the contest. The) 
number of replies already received | 


more 
Others, 


and does | 


indicates that the tabulating depart- 
ment will have a task of consider- 
|able magnitude on its hands. 


Capa, New Art Club, 
| Starts in New York 


A new organization, the Commer- 
|cial Artists Progressive Association, 
jor “Capa Club,” met this week at Ho- 
tel McAlpin, New York. Speakers 
were Matlack Price, art director, 
typography and art instructor at 
Pratt Institute and Federal Schools; 
William Koster, commercial art in- 
structor, Federal Schools; and Wil- 
liam Schnelle, commercial art  in- 
| structor, Washington Irving Evening 
| High School and an art director. 

Aims of the organization are in- 
spiration and fellowship, along with 
| rendering assistance to qualified per- 
sons, who are members, in market- 
ing their work and services. 


Gives “Dated” Booklet 


To make readers more date con- 
scious, Standard Brands, Ine., has 
provided grocers with a book of 400 
famous historical dates to be given 
free to purchasers of Chase & San- 
born’s dated coffee this month. 


To Represent KSO 


Herman Helmle, formerly of Guy 
| S. Osborn, Inc., has been appointed 
| Chicago representative of KSO, with 
offices with Greig, Blair & Spight, 
| Ine. 


“‘Here’s the pattern. Electrotypes must be in the hands of the papers on this list in 
time for publication one week from today. Can you do it ?’”’ Rapid assured the harried 


” Rapid has 


agency production manager that the plates would be delivered on time. And they 
were, even though the list contained over 5300 newspapers — some on the west coast. 


This is only one instance out of many. In cases where the success or failure of a costly 
advertising campaign hung on the one word ‘“‘time, 


performed miracles of 


speed in making and delivering electrotypes. The size of the Rapid organization and 
plant is no accident. It is a natural result of a nation-wide recognition, on the part of 


agencies and other concerns, that Rapid means complete freedom from any worry or 


The 


question as to quality or promptness; that no matter whether the order calls for 5 
plates or 5000, Rapid can handle it better and faster than anyone else in this field. 


RAPID Chale 


The Largest Plate Makers in the World 


Branch Offices... NEW YORK * CHICAGO °: 


PHILADELPHIA 


CINCINNATI 


September 15, 193, 


WATER COUNCIL 
GETS ASSURANCE 
OF COOPERATION 


Expects to Double Rate of 
Installations 


Pittsburgh, Pa., Sept. 13.—G| wing 
reports of the progress of the cam. 
paign of the Electric Water Systems 
Council to sell running water to the 
rural market are being received by 
P. H. Powers, West Penn Power 
Company, chairman of the organiza. 
tion. 

The council’s plan is to cooperate 
with manufacturers of electric-driyen 
pumps and other accessories in gel]. 
ing 125,000 water installations dur. 
ing the next 15 months. The first 
phase of the campaign will end Oct, 
1; the second will run from Feb. 1 to 
April 1, 1935, with the third and last 
taking place between Aug. 1 and Oct. 
1, 1935. 

According to the council, there are 
at least 1,250,000 homes and business 
establishments with electric service, 
but without running water. For the 
past three years, the average number 
of electric water systems sold has 
been about 50,000 a year. The coun- 
cil hopes to double the rate of sales 
during the next year or so. The 
quota for any territory is ten per 
cent of homes now supplied with 
electricity, but without running wa- 
ter. 

The Electric Water Systems Coun- 
cil has recommended a definite pro- 
gram to all of those interested, plac- 
ing special reliance in electric utili- 
ties, which are interested in load- 
building, and which have the funds 
and facilities with which to build 
business of this kind. 


Many Local Campaigns 


The campaign in Portland, Ore. 
is typical of a number which have 
been launched by utilities, in accord 
with the recommendations of the 
council. The Portland General Elec- 
tric Company is conducting two con- 
tests, one for consumers and one for 
dealers, featuring both in newspaper 
copy. 

The Electric Water Systems Coun- 
cil suggests the slogan, “Running 
Water—Your Family Deserves It,” 
for all advertising copy. The 60 
members of the council have in- 
structed their own dealers and rep: 
resentatives to do everything possi- 
ble to encourage local interest in the 
campaign and to band as many in- 
terests together as possible in its 
support. 

It feels that an encouraging start 
has been made and that 1935 will see 
further acceleration of the idea. The 
council is holding in reserve a strik- 
ing “activated” window display 
which will mark the beginning of 
the 1935 campaign. A number o 
roadsides have been prepared and 
vill be sold to participating interests. 

The council has established head- 
quarters at 420 Lexington Ave., NeW 
York, where further details of the 
promotion will be worked out during 
the winter. 


Chicago Firm Moves 


Merchandising Advertisers, Chicas° 
have moved to 504 Sherman St. 


CENTRAL 159000 


| 


AUTOMATIC LETTERS 


Any Quantity—Low Kates 


TANK! Mail Advertising | 


Service ” | 


end for free Booblet—" Bross ae 159 
17 Fi ., Pittsburgh, 
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Nation’s 
|\‘Leading Try-out Medium” 


Again Proves Right to Title 


The Kansas City Star, chosen from among all 
American newspapers to carry the 13-week test 
campaign of the American Laundry Machinery 
Company, attracts 17,960 new orders and out- 
does highest expectation of the promoters. 


T was not by chance the representatives of 
the American Laundry Machinery Com- 
pany of Cincinnati, O., chose The Kansas 

City Star as the first newspaper in America to 
carry the advertising of a “damp wash” pro- 
motien campaign they had originated. 


From the start The Kansas City Star was 
given serious consideration for this honor, be- 
cause advertising executives and advertising 
agency men have long recognized Kansas City 
as the nation’s leading try-out city and The 
Kansas City Star as the nation’s leading try- 
out medium. 


“National Campaign” a Flop 


Some years back the laundry interests invested 
a cool 4 million dollars in a “national campaign” 
of a general, educational nature. The outcome 
of that effort was a disappointment. While it 
may have produced some benefit in good will, 
it lacked the vital touch of point-of-sale in- 
terest and did not yield any appreciable in- 
crease in laundry business. 


Recalling this “national” failure, the laundry 
people in working out the details of the new 
campaign, determined to give the newspapers 
a trial this time and to use specific, down-to- 
earth selling copy, making a definite price for 
a definite size bundle. The idea finally agreed 
upon was to do 16 pounds of damp wash for 
49 cents. 


Importance of Right Start 


The plan was to launch the scheme in one city 
first and then proceed to other cities. In the 
light of what had befallen the “national cam- 
paign” it was important that no mistake be 
made at the start. It was important to select 
the right city and the right newspaper, so as 
to get off on the right foot and insure the 
Promotion of the idea in other cities. 


To make assurance doubly sure, agency rep- 
resentatives of the American Laundry Machin- 
try Company visited not only Kansas City, but 
Several other “likely cities.” They investigated 


THE KANSAS CITY 


potential response, newspaper coverage and 
advertising costs in each of the various mar- 
kets. Kansas City and The Star possessed 
such outstanding qualifications they were soon 
agreed upon for the initial campaign. 


Thirty-seven Kansas City laundries consented 
to having the trial damp wash offer advertised 
over their signatures. 


The campaign consisted of an advertisement 
of six full columns in The Sunday Kansas City 
Star each week for 13 weeks. 


Results Surprised Sponsors 


The laundry people thought they were guess- 
ing high when they predicted 10,000 new ac- 
counts would result from the campaign. This 
optimistic estimate was actually exceeded by 
nearly 80%. The number of new orders dur- 
ing the 13-week period was 17,960. 


Damp wash sales up....... 400%, 
Damp wash—in dollars—up 300% 


That the damp wash business did not “bleed” 
the other laundry services is indicated in the 
following percentages of gain at the end of 
the 13-week period: 


All family service up......... 22% 
All family service (dollars) up 15%, 


A Local Follow-up Campaign 


Before the 13-week period had expired, the 
local laundry owners, many of whom had been 
skeptical of results at the start of the venture, 
pooled together to finance a campaign of their 
own to follow up the original schedule. That 
campaign, like the original try-out, is appear- 
ing only in The Star. Up to August 25 the 
total of new damp wash orders was 25,331. 


Harry H. Gillpatrick, chairman of the local 
advertising committee, says the increase in 
bundles and in revenue is only part of the 
benefit accruing from the campaign. Accord- 
ing to Mr. Gillpatrick, the advertising put new 
life and hope in the laundry industry from 


wagon men to top executives at a time when 
the depression was bearing down cruelly and 
causing many women to desert the laundries 
and dig out their washtubs. 


“Revolutionary,” says Mr. Gillpatrick, “is the 
best word I can think of to describe the stimu- 
lating and inspiring effect of this campaign 
upon the whole laundry personnel from top to 
bottom.” 


All Eyes on Kansas City 


So far as laundry interest was concerned, the 
eyes of the nation were on Kansas City. Laun- 
dry operators everywhere watched the Kan- 
sas City experiment. Now similar campaigns 
are being launched in several other cities. 


This advertising was a perfect “set-up” for 
The Star. It was addressed to women. The 
Star reaches more women by direct carrier 
service than any other newspaper in America. 
It reaches women at their homes. It put the 
advertising right where it belonged and, as 
already stated, the results were nearly double 
the highest prospective mark set by the ad- 
vertisers. 


The Star Used Exclusively 


Another point (and an important one), the 
entire effort was concentrated in The Star. 
No other medium and no other type or sort of 
advertising was used—just The Star. By 
adopting that plan, the laundry people had 
enough money to make a real splash, to put 
their story over in a big way, to do an effec- 
tive, adequate selling job. 


While surpassing the forecasts of the adver- 
tisers, the results were right in line with The 
Star’s record on similar projects and right in 
line with its reputation as the national try-out 
medium. 

The Star pulls superlatively because The Star 
has what it takes to bring superlative returns 
—home circulation, women as well as men 
readers, public confidence, low advertising rate 
and 100 per cent coverage of its market. 


STAR. 


The Nation’s Try-out Medium 


EVENING 305,113 


MORNING 302,012 


SUNDAY 316,748 
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HARRISON JONES 
URGES BANKS T0 
USE CO-OP COPY 


Concerted Action Vital, He 
Tells Financial Men 


Buffalo, N. Y., 
tising is 
sales. It 
the sale. 


Sept. 12.—‘Adver- 
inevitably the mother of 
prepares the ground for 
If I had to pick a slogan 


to guide your efforts in dispelling | 
the mystery, in changing the senti- | 
ment of the people toward you from | 


one of antagonism and misunder- 
standing to one of friendly under- 
standing, | would adopt the slogan 
which we have used in some of our 
work: 

“If you're going to sell ‘em, you 
gotta tell ’em.’” 

With these blunt words Harrison 
Jones, executive vice-president of 
the Coca-Cola Company, Atlanta, Ga., 
urged upon bank advertising men 
gathered here yesterday for the con- 
vention of the Financial Advertisers 
Association the necessity of adopt- 
ing an entirely new sales psychology, 
and of selling the public on the value 
of banking as an institution. 

‘T represent no 
agency; I have no 
agency,” Mr. Jones said. 
trying to get 


there is a job to do. It may be done 


by buying large space and pro-rating | 


the cost of the space among the 
banks in each locality. It may be 
done through one of your national 


organizations, this organization, or | 


some other where a comprehensive, 
intelligent, adequate campaign is 
laid out and run. 


Cooperation Badly Needed 


“In my opinion, this sort of thing 
can be done on a less costly basis 
than most banks are now required 
to spend (and many hundreds of 
them, in my opinion, are wasting 


advertising | 
stock in any} 
“Tam not | 
anyone a job, but! 


dozen times and in a dozen differ- 
ent ways and illustrated in every 
conceivable way. 

| “It seems to me there is an op- 
portunity for a joint action, or joint 
‘campaign, national in scope, of sev- 
|eral years’ duration, to set this busi- 
‘ness before the eyes of the public 
land turn on the limelight—for you 
|have a story to tell, you have a 
| product to sell, and ‘if you’re going 
|to sell ’em you gotta tell ’em.’” 


Installs Electric Kitchen 


The New York Herald Tribune 
Home Institute, one of the largest of 
the kind maintained by a newspaper, 
has installed an electric kitchen as 
one of four used in its research and 
experimental work. 
refrigerator, range and 
were supplied by Rex Cole, Inc., 


York. 


General Electric 
dishwasher 


General Electric distributor in New 


—_ 


-“am- } st ti in each insertion, (,, 
6 >] D 4 | used during the 31 weeks of the cam- / the first time in eac 1. Copy 
Ben-Gay rive paign, which was created by Wm. | moves from the specific case, ing) 
Esty & Co. The advertising program cated in the illustration, to gener, 


. 
} St art s E ar l 1e Yr; has been launched earlier in the year | considerations of the Product; 
N than usual. |power and method of identificatio, 
ewspapers Used —— 


Copy emphasizes three points, that : 
“Ben-Gay” penetrates deeply, | New Garnier Copy 


s ; 

through skin, flesh, muscle and into Addressed to 

| New York, Sept. 13.—By length-|the joints; that it stays in the pain Host, 
P. Garnier, manufacturer of |; 


ening the season and using more |areg until it routs the pain; and) ) 

f j : s Enghien, France, since 19: 
newspapers, the fall campaign Of) that every box is identified by a red | igi "ahaa publication roa. 
| Thos. Leaming & Co., Inc., on Baume | “Ben-Gay” on the cover. Npaign 


ss ee hat inc ed | | Starting in October, will urge hog), 
Ben-Gay is somewhat ‘sncress | The illustrations get attention by|to serve not merely one liquey 
lover that of a year ago, though it 


| making pains seem vivid. Neuralgia after dinner, but a selection of foy, 
'follows the pattern of that sales pro- lis illustrated by a man clutching his | five so that each guest may choos 
motion effort in using dramatic in-|) . " ae a a rere, 

: , head with both hands, while a pair nelly ee : . ® 
| terpretations of various pains which be ice tongs dig into his forehead | y Julius W ile Sons ae In E Ney 
|the product can relieve. f his skull York, are sole importers of the 2 
A r ximatel 118 newspapers and the base o S Skull. Garnier liqueurs and slrut S, best 
ppro aly ! : : The signature, “Rub Pain Away | known of which is Abricotine, apr 
across the country will carry the , : - : sie 
‘ With Baume ‘Ben-Gay’—it pene-/ cot liqueur. Hommann, Tarcher ¢ 
85-line insertions, beginning Sunday. ‘a : Sheldon, Inc., is the advertising 
| Most of the advertisements will ap-|trates,” is printed this year in re- agency. Before prohibition, Garnie 
‘pear in Sunday magazine sections. | verse plate. The seal of the Good | products had been on the Americar 
|About ten different appeals will be'Housekeeping Bureau appears for ' market 50 years. 


their money) in the advertising that | 


they are now using. 
tinuity or consistency. It hits one 
thing today and 


morrow. It arouses no interest and | 


tells nothing. It is, at most, an indi- 
vidual candle burning in a desert of 
darkness. 
broad, 


What we need is a great, 

comprehensive, 
light that reveals, and not a multi- 
plicity of fireflies flittering 
and yon in the night.” 

“When a real job has been done 
to sell banking and 
America, then is time 
undertake to sell your individual 
bank,” Mr. Jones continued. ‘The 
leaf must be attached in some way 
to the tree trunk to live. It is im- 
possible for it to live alone. 

“The bank is a necessary part of 
our economic life. Why not say so? 
It is an adjunct to every individual 
and every firm. Why not say so? 


another thing to- | 


It has not con- | 


searching | 


hither | 


bankers to | 
enough to | 


f " 
‘ 
| 
TODAY’S SMARTEST OFFICES 
have borrowed a floor idea from the home! r : === 
M™= 4 Seer 
; 4 ; ~ 
Se 
Y Ree 
. re i — BUSINESS BOOK 
, ire 
Arnstrongs Linoleum floors smoad 
CUSTOM-LAID OR ©) STANDARD DESIGNS ' 


men; 


. . . . | 
It serves a definite utility and makes | 


a definite contribution. 
and honorably, and charges for its 
service a fair profit, which is no 
different from any other business 
transaction. Why not say so? 
There is no legerdemain—there is 
no secret art; there is no chicanery; 
there is no sinister manipulation 
honorable bankers and_ in 
honorable banking. 


among 
Why not say 


so? 


Big Campaign Indicated 


“| think the time has come to 
practice self-revelation; to take the 
audience, who have sat agog, mysti- 
fied and perturbed at our perform- 
ance, behind the scenes and show 
them the inside workings of one of 
the world’s greatest businesses. 
This cannot be done in a day, nor in 
a year It cannot be done spas- 
modically, and it cannot be done by 
one institution. One hundred and 
twenty millions of people must be 
reached, They must be reached 

continuously and con- 
Every little phase of the 
banking business that vou may de- 
sire to make known must be told a 


constantly, 
sistently 


Why not | 
Say so? It renders a service fairly | 


home, where 


53.9% of The Digest’s male readers are executives, proprietors, 
or professional men. 


To reach both groups, Armstrong employs color adver- 
tisements like the two reproduced in black and white on 


these pages. 


ANY magazines reach housewives; others boast of 
executive readership. Few claim both. 
Through The Literary Digest, however, The Armstrong 


Cork Company has long reasoned that it reached both buying 
groups. 86% of The Digest’s circulation goes directly to the 


Advertisers know The Digest’s standing among business 


now see its surprising influence among housewives 


list, and has maintained a regular lead in the “business” group: 

But of how much value are these inquiries? Do they 
indicate buying interest and if so, to what degree? 

To find out, an impartial agency sent questionnaires to 
500 of the women who inquired and to 250 of the men who 
inquired. Did they see an Armstrong dealer? Did they buy 
an Armstrong’s Linoleum Floor? How much did they pay for 
°.6 ° $ ‘ 9 
it? Did they persuade any friends or associates to buy? 


women have the opportunity to read it; and 


The results of these surveys give further amazing evidence 
of The Digest’s ability to produce tangible dollars-and-cen'* 
results: 


The one on the left is part of a campaign addressed to 


executives, se 
establishments. The one on the right is part of a campaign 
addressed to housewives, selling Armstrong's Linoleum Floors 
for every room in the “house.” 


Consumer 
ment. In low 


creditable showing among all the magazines on the “home” 


; ah til FROM HOUSEWIVES 
lling Armstrong’s Linoleum Floors for business , the 
1 58% of the women who sent inquiries subsequently talked to ! 


dealer whose name was furnished. 


- ° _ s yng § 
2 35% of the women who sent inquiries subsequently bought Arms! 
Linoleum Floors. ‘ 
i ve of $99-49 
3 The women who bought Armstrong's Floors paid an averse of § 
apiece for them. 


inquiries have vindicated Armstrong’s judg- 
cost per inquiry, The Digest has always made a 
| addition 


4 For every woman who sent an inquiry there were 4 
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Hall Flays All 
‘“Institutional”’ 
Financial Copy 


Buffalo, N. Y., Sept. 12.—A severe 
indictment of “institutional” adver- 
was voiced before the Finan- 


tising 

jal) Advertisers Association here 
yesterday afternoon by Harry B. 
yall, vice-president, American Ap- 


praisal Company, Milwaukee. 

“The particular type of so-called 
institutional advertising to which I 
am referring is banal,” he said. 
The public demand for financial in- 
frmation can no longer be satisfied 
with advertising that is composed 
fa dignified border, plenty of white 
space, the picture of the building, 


and the names of the bank’s direc- 
tors.” 


Public Wants Information 


Although the public and the busi- 
ness man no longer fear for the 
safety of their banks, they do want 
more information about them, Mr. 
Hall contended. “The business pub- 
lic particularly should have more 
information, more facts on what the 
banks are doing these days besides 
taking in money, if anything. No 
obviously defensive advertising is 


necessary, no apology or excuse is 
desirable. All the public wants is 


information.” 

It is unnecessary to attempt to 
enhance the reputation of banking 
by making it a profession instead 


of a business, he asserted, advising | 


those present to strongly discourage 
such tendencies. 


| ee 
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4 FOR EVERY ROOM S IN THE HOUSE ly 


PLAIN © INL AID 


+H. A. Woodman Becomes 
General Manager of KDKA 


Harry A. Woodman, traffic man- 
ager of the National Broadcasting 
Company, has been appointed gen- 
eral manager of KDKA, Pittsburgh, 
succeeding William S. Hedges, who 
was recently named manager of NBC 
owned and operated stations. 

Starting in radio as sales and con- 
j}tact man for WEAF in 1925, Mr. 
| Woodman assisted in the formation 
|of the first experimental networks 
;}and when NBC was organized in 1926, 
| taking over WEAF, he became traffic 
| manager. 


| Clo-Dee Agency 

| Platt-Forbes, Inc., New York, has 
| been placed in charge of advertising 
| of Clo-Dee, vitamin A and D, concen- 
|trate product of Health Products 
| Corporation, Newark. Trade papers 
only will be used for the present. 
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GRAYBAR PLANS 
TO DISTRIBUTE 
LEADING BRANDS 


Discontinues All Manufac- 
turing Activities 


New York, Sept. 13.—Guided by 
experiments carried on the past two 
‘years, Graybar Electric Company 
will discontinue its dual role as man- 
ufacturer and distributor of electric 
appliances and concentrate its re- 
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women who heard the Armstrong story by word-of-mouth, and 1 out 
of every 27 also bought Armstrong’s Floors as a direct result. 


> To sum up, Armstrong can reasonably account for 61 actual sales of 


$55.45 each for every 100 Literary Digest inquiries of this character 


received. 


FROM EXECUTIVES 


| 58% of the executives who sent inquiries subsequently talked to the 


dealer whose name was furnished. 


2% > . a 
2 33% of the executives who sent inquiries subsequently bought Arm- 


strony’s Linoleum Floors. 


3 The exe 

$135.23 for them. 
+ For eve 

frien 

and } 


a direct result. 


cutives who bought Armstrong’s Floors paid an average of 


ry executive who sent an inquiry, there were approximately 3 
's or associates who heard the Armstrong story by word-of-mouth, 
! out of every 6 also bought Armstrong’s Linoleum Floors as 


5 To sum up, Armstrong can reasonably account for 84 actual sales of 
$135.23 each for every 100 Literary Digest inquiries of this character 
received, 


From these results it is apparent that Armstrong received 


as good results from women as from men in The Digest 
audience, and that The Digest will produce results whether 
your product sells to men or women, executives or housewives. 


These Armstrong results, and the verified results shown 


by Gem Razors, Davis Mackerel, Transatlantic Travel, 


Mongol Pencils, Ful-Vue Frames, Wright Arch Preserver 


Shoes, Lane Bryant Clothes for Women, and many others, 
are not exclusive. You can have them at low cost — now or 
in 1935 — by advertising in The Literary 
Digest, 354 Fourth Avenue, New York. 


SHOWS OLD COPY 


In 1905 
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One of a series of five newspaper 

advertisements being run by 

George Muse Clothing Company, 

Atlanta, which are built around 

old advertisements of the com- 

pany. Robert E. Martin agency is 
in charge. 


sources on the distribution of lead- 
ing, nationally advertised brands of 
appliances on a_ sectional and, 
wherever possible, national basis. 

The full line of appliances bear- 
ing the Graybar brand will be en- 
tirely discontinued at once and dis- 
ributing rights for other brands will 
be secured as quickly as possible. 
The only Graybar item to be re- 
tained is the Graybar sewing ma- 
chine, the explanation being that it 
is impossible to obtain the distribut- 
ing rights on the one other nation- 
ally advertised product in this field. 

Heretofore Graybar operations 
have been uniform on a_ national 
basis, and the new policy was de- 
cided upon despite the fact that it 
is impossible, except in rare in- 
stances, to secure national distribut- 
ing rights on leading brands of elec- 
trical merchandise. 

To meet this situation the com- 
pany’s 74 distributing houses will be 
permitted a certain degree of inde- 
pendence in making up and mer- 
chandising the best lines they can 
secure for their territories. Among 
the products for which limited dis- 
tribution has already been secured 
are Kelvinator refrigerators, Thor 
washers and ironers, Royal vacuum 
cleaners, Colonial radio sets, Toast- 
master products, Sunbeam _appli- 
ances and Meadows washers. 


National Advertising Planned 


Though Graybar has not been con- 
spicuous as a national advertiser re- 
cently, the company has spent near- 
ly $4,000,000 in advertising the Gray- 
bar name since it was adopted eight 
years ago. 

“The investment will not be tossed 
aside,’ Herbert Metz, director of 
sales promotion, said. “National 
consumer advertising featuring the 
Graybar tag is definitely in the pic- 
ture to start as soon as. circum- 
stances permit. Our houses will also 
be set up to advertise their brands 
in connection with the Graybar 
label.” 

Reasons given for the exchange of 
policy include the difficulties of pro- 
ducing designs for a complete line 
of products in competition with 
manufacturers who were specializ- 
ing on one or two products and the 
solution of problems in connection 
with patents and manufacturing 
schedules. 

“Also,” said Mr. Metz, “we have 
found from long experience that a 
distributing type of organization 
functions best when it is aided and 
abetted by supplementary sales ef- 
fort supplied by well trained spe- 
cialized salesmen supplied by the 
manufacturer. As a distributor we 
would get this selling aid. Function- 
ing as both manufacturer and dis- 
tributor, we never were able to ef- 
fectively develop it.” 


E. S. Sabin Dies 


Eugene S. Sabin, general sales 
manager of Chris-Craft Corporation, 
died of heart disease this week at his 
home in Algonat, Mich. 
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September 15, 1934 


SECURITIES ACT 
STRANGLES COPY, 
CASTLE ASSERTS 


Impossible to Advertise, 
F. A. A. Is Told 


Buffalo, N. Y., Sept. 12.—The se- 
curities act has in effect made it 
impossible to advertise securities to | 
the public by requiring all advertis- | 
ing copy to state the facts called for 
in a detailed prospectus, according 
to Col. Benjamin F. Castle, vice- | 
president of the Administrative and 
Research Corporation of New York, 
who addressed the advertising tech- 
nique group of the Financial Adver- 
tisers Association here yesterday. 

Col. Castle expressed the opinion 
that the enormous volume of adver- 
tising by fixed trusts in 1930 and 
1931, when it reached its peak, is 
still having a residual effect, but he 
stated that after submitting conser- | 
vative copy to Washington and hav- | 


| 
j 
| 


ing it disapproved as not complying 
with the securities act, any advertis- 
ing going beyond the name of the 
company and the security is now 
impossible. 

“Advertising by investment trusts 
reached an enormous volume in the 
years mentioned, and was highly ef- 
fective,” he said. “Two leading or- 
ganizations alone sold over 20 mil- 
lion shares each, going all over the 


country, and one appropriation was | 


$800,000. My own company used 
from July, 1930, to July, 1931, 
1,207,760 lines of advertising, while 
in 1933 we ran 50,224 lines; and 
even this reduced volume is neces- 
sarily still further reduced under the 
present regulations produced by the 


|securities act.” 


Does Not Help Advertising 


Col. Castle pointed out that the 
amendments which were supposed to 
have made the securities act less 
objectionable related solely to crim- 
inal liability, and that they did not 


lat all affect the strangling effect of 


the act on advertising. 

“As one reviews the volume of 
sales achieved by fixed trusts in 
1930 and compares this with adver- 
‘ising expenditures by the two lead- 
ing distributors, one is confronted 
with a question,” Col. Castle asserted. 
“Were the sales due in part at least 
to the first consistent advertising ef- 


| tort in the financial field, or was the 


| extensive advertising only sympto- 
| matic of the tremendous sales vol- 
|/ume? Was the advertising just go- 
ing for a joyride or did it get busi- 
iness? The answer to these ques- 
| tions I wish to pass up while I re- 
cite briefly the events which led to 
‘the super development of fixed trusts 
and the use of advertising by them 
as a real merchandising expedient. 

“Although 1929 is five years be- 
hind I think you can still remember 
lit. Possibly you recall the events 
of October of that year. The crash 
|of the stock market caused the in- 
vestment pendulum to swing to the 
fixed trusts. Investors said: ‘Give 
us the ‘blue chip’ stocks represent- 
ing a cross section of American in- 
| dustry, put them in the hands of a 
|corporate trustee, and we shall sit 
|with them.’ The rigid type of trust 
|was demanded because of the loss 
jof investor confidence in almost 
| every type of ‘investment manage- 
ment.’ The sponsors of fixed trusts 
perceived a market and proceeded 
to go after it. Sales were stagger- 
ing. 


Advertising Went Up 


“The two leading trusts sold over 
20,000,000 shares each, and the in- 
vestors holding these shares prob- 
ably numbered in excess of 150,000. 


This, gentlemen, occurred in 1930, 


ING-RICH 


PORCELAIN ENAMEL SIGNS 


Star salesmen and ING-RICH Point- 
of-Sale Enamel Signs have more than 
one thing in common. 
know how to take punishment and 
come back smiling . . . they must be 
everlastingly persistent. 


Just picture the ING-RICH Vitreous 
Enamel process which fuses everlasting 
porcelain enamel deep into the very 
fibres of its metal base under terrific 


They must 


in all 


electric furnace heat and you can appre- 


ciate the permanent advertising value 
that is built into every ING-RICH Por- 
celain Enamel Sign... why they always 
retain their original colorful beauty 


in the face of the biting attacks of 
the elements. 


Here's a fair question. Can you afford 
to intrust the important duty point- 
of-sale advertising to anything less 
durable and effective than genuine 
ING-RICH Porcelain Enamel Signs— 
guaranteed to retain their original 
colorful beauty for at least ten years 


weathers? 


Remember, too, their cost will not 
strain any advertising budget. Inquire 
about them today—ask for our book- 
let ‘‘Fadeless Publicity’’. 


INGRAM-RICHARDSON MANUFACTURING CO. 


BEAVER FALLS 


PENNSYLVANIA 
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ANOTHER CODE MAKES ITS APPEARANCE 


“Somehow, J feel 


Safer about 
Shelf washrooms” 
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SHELL’S Code on Washroom jCleanliness 
(pom Sie Sti racine Mone 


1. All washrooms should be washed and mopped regularly with a germicidal solution. 
2. Sanitary seat covers should be provided in all washrooms. 


3. A supply of fresh paper towels, toilet tissue and soap should always be available. 
4. All plumbing fixtures should be in A-1 working order. 
5. Orders by Shell sanitation inspectors are to be carried out to the letter, 


A direct appeal to the gas station washroom user is featured in 
this large-space Shell advertisement which ran in Salt Lake City 
papers. Notice that there is no mention of the company’s products, 


and only an undistinguishable side view of the station is shown. 


not in 1929. A sound security meet- 
ing the average investor’s ideas was 
sold in volume. The concurrent ad- 
vertising had a wide scope and the 
appropriation of one sponsor in one 
year reached $800,000. Was there 
anything wrong in 1931 with the 
sale of a soundly conceived security 
and was any moral turpitude in- 
volved in honestly advertising that 
security? If results are any criteria 
one must say that the sponsors of 
fixed trusts did a real investment 
service. 

“But you are not reading adver- 
tising copy today relative to any 
type of security. All you see is 
‘the name of the security and where 
a prospectus may be procured.’ This 
is the practical effect of the securi- 
ties act. From my point of view 
this is harmful to the general run of 
investors. It effectually prevents 
them from learning of sound securi- 
ties offered by reputable firms in 
zood standing. In other words, the 
stage is set for the gyp salesman 
offering a worthless stock. 

“Have you ever perused a _ pros- 
pectus prepared in conformity with 
the securities act? I hold one here. 
It has 20 pages of closely typed 
reading matter. The financial state- 
ments and schedules alone cover six 
pages. You know and I know that 
the average investor not only will 
not read this but he would not un- 
derstand it if he did read it. Does 
not this cause us to propose the 
question: Why should not honest 
securities be honestly advertised in 


any manner compatible with truth 
and the ingenuity of advertising 
counsel? 

“The problem is one with which 
you are admirably equipped to deal 
Your united influence, your advice 
and counsel at Washington will, | 
believe I can safely say, be welcome 
If you can bring about amendments 
to the securities act in the 
indicated, you will be serving Amer- 
ican investors. That is my sincere 
opinion after a year of practical ex- 
perience in the investment field.” 


sense 


New Magazine on 
Art, Production Starts 


The first issue of PM, magazine for 
advertising production managers, art 
directors and their associates, has 
been launched by the PM Publishing 
Co., 325 West 37th Street, New York 

Percy Seitlin, formerly with Fair 
child Publications, is editor. Con 
tributing editors are Herbert Holzer 
production manager, Grey Advertis 
ing Service; Robert L. Leslie, Com: 
posing Room, Inc.; H. E. Cooke, pro 
duction manager, Edward Cave Co.; 
and Irving B. Simon, assistant pro 
duction manager, Macfadden Publi: 
cations, Inc., and instructor in edu: 
cational courses of the New York 
Employing Printers’ Association 
Martin J. Weber is art director. 


W. S. Akin Moves 


W. S. Akin, Chicago publishers 
representative, has moved his office 
from 30 N. LaSalle to 19 S. LaSalle 
St. The telephone remains the samt 


—— | 
——— 


iving in New York? 


Check on the merits of the Prince George Hotel. 
Lots of advertising people stay here. Perhaps you 


will like it, too. 


® Convenient—Five minutes to Grand Central by 


subway. 


® Complete—1000 rooms with bath. 5 restaurants. 


Tap room. Radio rooms. Sun roof. Library. 
@ Environment—Visit us and see what we mean. 
® Economical—Daily rates 

bath for one from $2; for two from $3. 

Monthly rates from $45 for room and private 


bath. 


Meals range from .40. 


Send for new booklet 


PRINCE GEORGE HOTEL 


Alburn M. Gutterson, Manager 


with 


room private 


27th to 28th Streets (just off Fifth Avenue) 
New York 
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| ho NEW and advertisers in 
| the NEW Electrical Merchandising 


ersfield, Cal. A decided improvement— 


A DS are more noticeable—E. Stroud, Bak- KK ce: one informed as to goings on in the 


John H. Knapp, Vice-Pres., Norge Corp. 


it through—T. P. Allen, Dept. Mgr., Palo 
Alto Hardware Co., Palo Alto, Cal. Brings 
out the product which is advertised—Pace Elec- 


tric Co., New York, N. Y. 


Bi i and cheerful—compels one to read 


ideas for the electrical merchandisers — 
D. L. Hansen, Mdse. Mgr., Union Public 
Service Co., Canby, Minn. Congratulate you on 
the break the new make-up gives the advertiser 


—C. S. Kinnison, Adv. Mgr., Hoskins Mfg. Co. 


Cis FULL of worthwhile information and 


a great deal more reader interest—F. S. 

Whitlock, Mgr., Elec. Dept., Thalheimer's, 
Richmond, Va. Dominates other magazines — 
advertising pages have a better chance to be 
read—D. M. Frank, Adv. Mgr., Williams Oil-O- 
Matic Heating Corp. 


De see improvement. Believe it will cause 


ASIER to read—E. G. Barry, Mdse. Mor., 
Citizens Electric Co., Hot Springs, Ark. 
"Electrical Merchandising" is going to be 


read more—R. D. Quinn, Vice-Pres., Nineteen 
Hundred Corp. 


INE—G. W. Anderson, Bridgeport, Conn. 
F From the advertising viewpoint it certainl 

gives the advertiser a much better eo 
than the old arrangement—kK. B. Hopkins, Gray- 
bar Electric Co. 


ville, Tenn. Greater value to the adver- 
tiser — Charles Bassett, Vice-Pres., One 
Minute Washer Co. 


Gri: eye appeal—F. E. Stroud, Nash- 


good, Western Mgr., National Retail 
Hardware Assn., Chicago, Ill. Hasten 
to congratulate you on a fine job, well done— 


E. N. Hurley, Jr., Pres., Hurley Machine Co. 


eel in the right direction—S. M. Os- 


Owner, Dillinger's, Placeville, Cal. It looks 

like you have turned out a perfect job — 
Alva Smith, Mgr., Electrical Division, National 
Enameling & Stamping Co. 


i READ it all every month —H. E. Dillinger, 


Philadelphia, Pa. Justifies everything you 
promised in the way of a new and better 
publication—L. L. Nielson, Maytag Co. 


Ji full of good information—Harry Levin, 


he New Electrical Merechandisin 


electrical retail trade — Joseph Fontana, 
Mgr., Delbon, Inc., New York, N. Y. 


Hardware, Caruthersville, Mo. Looks to 

me that | am to get more for my money 
than ever before—R. H. Short, Apex Rotarex 
Corp. 


L* it — Charles Dorroh, Owner, Dorroh 


UCH better! Most excellent! —J. W. 
MA Anderson, Southern Public Utilities Co., 

Greenville, S. C. Most impressive trade 
paper published —E. F. Guth, Pres., Edwin F. 
Guth Co. 


much better—W. O. Woolston, Buyer & 

Mgr., May Co., Los Angeles, Cal. New 
garb is a wonderful example of what can be done 
in the way of publishing an attention-getting, 
interest-holding, informative magazine — E. L. 
Gunts, Adv. Mgr., May Oil Burner Corp. 


Ni: ELECTRICAL MERCHANDISING is 


tric Co., San Jose, Cal. One of the 
brightest, sparklingest publications — J. 
W. Irwin, Frigidaire Corp. 


‘o} — J. A. Recher, Owner, San Jose Elec- 


Tennessee Valley Electric Co., Florence, 

Ala. Pleased with the new ELECTRICAL 
MERCHANDISING—J. H. Uhlig, lronrite lroner 
Co. 


UEST for the ideal electrical merchants’ 
© magazine is over — Bronson Woolley, 
Larchmont, N. Y. Quite a smart maga- 
zine—B. M. Tassie, Pres., Manning Bowman & 


Co. 


Prien the new size—Charles N. Loomis, Jr., 


EAD it from cover to cover — Modesto 
ty Hardware Co., Modesto, Cal. Real pub- 

lishing achievement—A. W. Seiler, Pres., 
Cramer-Krasselt Co. 


—liked—C. B. Tyson, Westinghouse 

Electric Supply Co., Charlotte, N. C. 
Shows off the advertisements much better— 
Charles Geyer, Buyer, Hens & Kelly Co., 
Buffalo, N. Y. 


Vi Ss TATISTICAL barometer''—new feature 


YPOGRAPHY, editorial and general ar- 
T rangement liked—Peerless Electrical Co., 

Minneapolis, Minn. To say it is impressive 
is to state the case mildly—S. L. Meulendyke, 
Marschalk & Pratt. 


G. Chamberlain, Seattle, Wash. Unques- 

tionably the new Electrical Merchandising 
will be better read and therefore should be more 
effective, both as a magazine in its industry and 
as an advertising medium—C. W. Brooke, Pres., 
Brooke, Smith & French. 


U's and will be read more readily—R. 


manship viewpoint — R. I. Kent, Boise, 

Idaho. Vim, vigor, visibility—everything 
a trade journal ought to have—W. S. Rowe, 
Merchandising Mgr., Estate Stove Co. 


E got more sales information as well as 
WwW leads for new merchandise from each 
of the last three issues of ELECTRICAL 
MERCHANDISING than we ordinarily get from 
twelve issues of any other electrical magazine— 
R. A. Gronemeier, Partner, Gronemeier Hard- 
ware Co., Mt. Vernon, Ind. Will grant the pub- 
lication the title of "Merchandising" in its broad- 
est sense—F. R. Davis, General Electric Co. 


Vie outstanding, especially from a sales- 


Ga. Expected to see a very considerable 

change in ELECTRICAL MERCHANDIS- 
ING but did not think it would reach the pro- 
portions which it did. It is a wonderful maga- 
zine and we are glad to be numbered among 
the charter advertisers in it—Charles A. Pierson, 
Pres., Standard Electric Stove Co. 


Xe: good! — A. C. Roddenburry, Cairo, 


OU are to be complimented on the fine 
y articles that are appearing in your recent 

issues—B, E. Marsh, Sales Mgr., Nebraska 
Power Co., Omaha, Neb. You certainly made 
an advertising killing—Mr. A. H. Labisky, Pres., 
Barton Corp. 


Zi plus authority, characterize the new 


ELECTRICAL MERCHANDISING—D. R. | 


Schively, Page-Schively Co., New York, 


COLD-BLOODED manufacturers and advertising agencies with a prod- 
uct or a service to sell to dealers, distributors or makers of things electri- 
cal are taking advantage of the white hot enthusiasm of 25,000 readers 


for 


A McGraw-Hill Publication, member of the ABC & ABP 
330 West 42nd Street, New York, N. Y. Offices in 
the principal cities. P.S. Advertising forms 


for the October issue close on 
September 28th in New York. 
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20 3 ti , i :* | member of the code authority; “Facts 
‘of Reconstruction _ Opportunities. from the Federal Housing Adminis- 
'The NRA and the Federal Housing | tration"—A speaker from Washing- 
| Administration will furnish the prin- | ton. 


|cipal themes for 


Thursday Afternoon 


the opening day’s 
: First Session: S. L. Meulendyke, pre- 


session. Among the Washington of- siding, Marechs alk & Pratt, Inc., presi- 
| ficials who will address the gather- | dent, Technical Publicity Association, 
| New York. 


| ing will be Dr. Claudius Murchison, 


‘A Great Deal—Some of It New’— 
of Foreign and/Dr. Claudius Murchison, director, l 


, | : . , = 
T |director, Bureau Es ‘hison, setor, U. 

‘ a Ss. B u of Foreign and Domestic 

| AVEL Domestic Commerce, who will talk Commerce; “What Will Industry 

‘on “A Great Deal—Some of It New.” | Buy?”—R. O, Eastman, president, R. 


Arrangements for the conference 


lave been under 


N.IA.A. Conference to Open witiam e. aterec 


O. Eastman & Co., New York, 
Second Session: R. E. Lovekin, pre- 
the direction of |siding, R. E. Lovekin Corporation, 


. president, Eastern Industrial Adver- 
American Rolling tisers, Philadelphia. 


Mill Company, Middletown, O., gen-| “Profits from Market An: alysis’ "Ine 

| P lust 1 Marketing Clinic led by Ro- 

Thursday eral chairman of committees and aes G. E. U liman, chairman of the 
president of the Cincinnati Associa- mare of capital, ee — 

j i . hin tee, N. , A. Speakers: ow 

tion of Industrial Marketers which + eit emia” i soot 


Cincinnati, O., Sept. 13.—Advance will be host to the gathering. | Strap’—Alexander R. Grant, presi- 
€ ’ TY . vo. 


registration for the conference 
the National Industrial Advertisers | 
Association which will convene at} 
the Netherland-Plaza Hotel here | Chairman of the p 
Sept. 20-22, has passed the mark 
set for any previous year and 
presages the most successful meet- 
ing of industrial marketers during | 
the association’s 13 years of activity. 
The program has been completed |, Greetings from 


| 
g 


ing, American Rol 
president, Cincinn 


and carries the names of many lead- | American Rolling 


| The program follows: 
Thursday Morning—Sept. 20 
First Session: W. 
Industrial Markete 


Bennett Chapple, 
Mill Company; “An | 
\ 


. my Star . : tri P lent, Moore Corporation, Joliet, IIl., 
of | Gregory H. Starbuck, industrial ad. | °°" 


and president, Alexander R,. Grant 


vertising manager, General Electric |Co.; “A Survey of Industrial Reading 
J y , abits”—H. E. Var *etten, advertis- 
‘Company, Schenectady, N. Y., is | #abits’—H an 


ing manager, Mechanical Rubber 
rogram committee. | Goods Division, B. F. Goodrich Rubber 
Company; “The Technical School Pre- 
pares for Industrial Marketing’ — 
John R. Bangs, director, School of 


Business Administration, Cornell 
E. McFee, presid- | University; “An Ounce of Prevention 
ling Mill Company,|Is Worth a Pound of Cure —E. J 


ati Association of | Klock, market research division, pub- 
rs, licity department, General Electric 
an Old Friend’— | Company. 

vice-pre side nt, 


Friday Morning—Sept. 2 


P : strialist Views NR *__Alexander | First Session: J. O. Ferch, presiding. 
ing executives of the capital goods | 1744 trialist Views NR 


Thomson, Sr., pr 
industry and authorities on market-|Coated Paper Com 
. . vita ; . : Ohio Chamber of 
ing of industrial equipment, supplies the gy sone ay 
and materials. siding, Internation 


esident, Champion | Harnischfeger Corporation, president 
many, and president, |of the Milwaukee Association of In- 
Commerce. dustrial Advertisers. 


©. A. DeCelle, pre- “What Readers Tell Us About Ad- 
al Filter Company, | vertisements”’—C. E. Hooper, _presi- 
president, Engineering Advertisers’'|dent, Clark- Hooper, Inc.; “Why is 
The big thought of the meeting | association, Chicago. 


Carborundum on the Air?’—Francis 


will revolve around the theme of “Selling Today Under NRA"—Her-|D. Bowman, advertising manager, 


the conference, “Making the Most) ¢pine Tool 


man H. Lind, executive secretary, Ma- |Carborundum C ompany, 
Builders Association and Second Session: R. E. Sturhahn, pre- 


‘It's over my head” 


ey 


N spite of the crazes for cross-word puzzles and 
guessing games, the mind of the average citizen 
moves in fairly simple grooves. The broad problems 

of the universe—unless they touch sharply on his own 
life—affect him not at all. 

That is the reason why advertising which is simple 
and direct and, above all, human, is successful. If the 
reader cannot grasp it, quickly and completely, he passes 
it by. If it does not seem to possess something that is 
close to himself, he doesn’t bother with it. He will not 
take time to analyze it, even if he can. He will shrug his 
shoulders and dismiss it from his mind. 


Calling on John Winters 


Pay a visit to some average citizen’s home. There’s 
John Winters, the head of the family. John is struggling 
to support a family and a first mortgage. He spends his 
working hours in a shop or office; his leisure goes to the 
radio and puttering with the car. 

Or talk with Mrs. Winters. Life to her is a whirl of 
cooking, washing, mending. She likes the movies and 
the spell of romance they impart, but it’s hard to drag 
John to the theatre oftener than once a week. 

Martha, the daughter, works in a bank and goes with 
a fellow who is taking up accounting at night school. 
Martha reads gushing novels, and life’s grim realities 
bother her no further than worry about her waistline 
and making her lunch money last till pay day. 


John, Jr., is in high school, and his father is busy 
wondering how he can send him to college. In all prob- 
ability, he never can. John, Jr., finds his life full, what 
with his studies and his ambition to pitch as well as 


Carl Hubbell. 


The Winters are an average family. They are not 
morons. They are respectable citizens, not poverty- 
stricken, not well off, just getting by from week to week 
and always hoping for something better. They haven't 
time to keep pace with the break-neck speed at which 
the world travels; they haven’t strength or energy 
enough to keep abreast of far-flung world affairs. 


How to Sell People 


How to talk to them is a major advertising problem. 
You can’t talk down; they’d get wise in a minute. You 
can’t talk in the abstract. “It’s over my head,” John 


RUTHRAUFF 


Winters would say. You can’t, really, talk to them in 
any terms except those that interest them. 


And getting advertising copy to talk in those terms is 
the factor that spells the difference between success and 
failure. It must deal with things that are mirrored in 
his own experience, his own problems, his own dreams 
and desires. 


Good copy can create innumerable situations in which 
the Winters family can easily place themselves. On the 
other hand, situations in which they could never in a 
thousand years imagine themselves must work to the 
detriment of the product advertised. 


It has been demonstrated time and again by our 
clients just what type of copy brings results. In pre- 
liminary tests it has always been the advertisements 
that were the simplest, the most natural, the most 
human, that paid out best—and usually they have con- 
cerned themselves with people rather than things alone. 


Sales Go Up 


This is further borne out by the fact that a majority 
of the clients we serve—and whose advertising has been 
keyed to fundamental appeals—have made material 
progress since 1929, their sales registering gain after 
gain, year after year, right through the depression. 

Perhaps you would like to know more fully our view- 
point on this matter of approaching John Winters and 
his wife, and the millions of other average families... 
of getting sales in volume from them. We shall be glad 
to discuss it with any interested executive. 


A — 


The following national advertisers are among 
the accounts served by Ruthrauff & Ryan, Inc.: 


"blue coal’ (D. L. & W. Coal Co.) ¢ Canadian Pacific Railways ¢ 
Cocomalt * Covo Shortening * Davis Baking Powder * Dodge 
Brothers Motor Cars, Trucks, and Buses ¢ Franco-American Spaghetti 
(Campbell Soup Co.) e Gar Wood Heating and Air Conditioning 
Equipment ¢ Gillette, Auto-Strop and Probak Razors and Blades 
¢ Goodrich Silvertown Tires ¢ Hildick Applejack Brandy e 
Ironized Yeast © Kentucky Winners Cigarettes ¢ Kentucky Club 
Tobacco ¢ Lea & Perrins Worcestershire Sauce ¢ Lee Union-Alls 
¢ Lifebuoy Shaving Cream ¢ Lifebuoy Soap ® Arthur Murray School 
of Dancing ® Nature's Remedy ¢ Nestle’s Milk Products ¢ Noxzema 
e Pennzoil ¢ Rinso ¢ Standard Statistics © Tums e U. S. School 
of Music ¢ Valspar Varnishes and Enamels ¢ Wolverine Shoes. 


& RYAN, inc. 


hu verl (suitg 
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PERS 


THE CHAIR THAT HE 


ABLE CHAIR ON THE 


RESTFUL KIND. 


WILL THE YOUNG LADY WHOSE CALLER 
SEEMED A BIT RESTLESS KINDLY INSPECT 


JUDGE WHETHER HE WAS SUFFICIENTLY 
COMFORTABLE TO STAY? GET WISE TO THE 
ADVANTAGE OF HAVING AN ULTRA-COMFORT- 


OF COURSE, YOU WANT HIM TO LINGER. CLUB 
CHAIRS ARE NOW PRICED FROM $19 UP. THE 


5 GREAT STORES DEVOTED TO HOME FURNISHINGS 


—= 


SMALL SPACE ADVERTISING GETS ATTENTION 


ONAL 


WAS SITTING ON AND 


PREMISES, PROVIDING, 


WEIL & CO. 


One of a long series of similar two-column newspaper advertise. 

ments, all headed "Personal" and all in the same style, which has 

created much interest in the wares of Weil & Co., Detroit home 
furnishings retailers. 


siding, Monsanto Chemical Works, 
president, Industrial Marketing Coun- 
cil of St. Louis. 

“It Pays To Continue To Advertise” 
—C. H. Lang, manager publicity de- 
partment, General Electric Company; 
president, Advertising Federation of 
America; and chairman, Research 
council, Association of National Ad- 
vertisers; The “Check Chart’—A 
check-up of the old tool-kit in prepa- 
ration for that big job just ahead. 
Open discussion of the various meth- 
ods of advertising in which members 
are invited to take part. Discussion 
conducted by R. Davison, manager of 
the market de velopment division, 
New Jersey Zine Company; and second 
Vice-president, N. I. A. A 


Friday Afternoon 


First Session: Glenn H. Eddy, pre- 
siding, Ohio Brass Company, presi- 
pens. Incustrial Marketers of Cleve- 
and, 

“Why We Did It by Those Who Do 
It”—presentation of the three prize- 
winning campaigns selected by “pop- 
ular vote” of the Cincinnati confer- 
ence. Equal awards will be made by 
the chairman of the conference for 
the best magazine campaign, best di- 
rect mail campaign, and most com- 
plete campaign. Open discussion of 
these prize-winning exhibits will fol- 
low the presentation of awards. 

Second Session: J. H. Waxman, pre- 
siding, Westinghouse Electric & Mfg. 
Company, president, Industrial Mark- 
eting Council, Pittsburgh. 

“Show Me!"’—by One from Missouri. 


Friday Evening 


Annual Banquet: Howard F. Bar- 
rows, toastmaster; president, Nation- 
al Industrial Advertisers Association. 
Guest of Honor, Raymond T. Walters, 
president, University of Cincinnati. 


Saturday Morning—Sept. 22 


Review of the activities of N. T. A. 
A. by the chairman of the committees. 

First Session: Howard F. Barrows, 
presiding. 

Membership committee, Don Alls- 
house, Northern Equipment Company; 
chapter contacts committee, Allan E. 
Beach, Littleford Bros. Company; 
laison committee, R. Davison; NRA 
cooperation committee, J. R. Kearney, 
Jr.. J. R. Kearney Corporation. 

Second Session: GG. H. Starbuck, 
presiding. 

The report of each of these studies 
is given by the Committee Chairman 
of the N IL. A. A. chapter which con- 
ducted the study: Collective catalogs, 
H. L. Fisher, Rickard & Co., Technical 
Publicity Association, New York: in- 
dustrial advertising budgets, Julius S. 
Holl, Link-Belt Company, Engineer- 
ing Advertisers’ Association, Chicago; 
industrial copy appe als, Emery Heus- 
ton, Bucyrus-Erie Company, Mil- 
waukee Association of Industrial Ad- 
vertisers; marketing of capital goods, 
Rk. G. KE. Ullman, Eastern Industrial 
Advertisers, Philadelphia; media rela- 
tions, V. H. VanDiver, Linde Air Prod- 
ucts Company, Technical Publicity 
Association; publishers’ statement, H. 
von P. Thomas, Bussmann Mfg. Com- 
pany, Industrial Marketing Council 
of St. Louis; relation between sales 
and advertising departments, H. N. 
Baum, Engineering Advertisers Asso- 
ciation, Chicago; trade paper rates, F 
©. Wyse, Bucyrus-Erie Company, Mil- 
waukee Association of Industrial Ad- | 
vertisers., 


New Weekl y Out 


A new weekly publication, Forder 


Digest, has been issued by Seco Pub- | 
lishing Company, Detroit, to be| 


mailed to Ford dealers of the United 
States and Canada. Joseph Sarasohn 
is editor and Frederick Krause is 
advertising manager. 


———— —_—_. 


Coming 
Conventions 


Netherland- Plaza Hotel, Cincy 
nati, O. 

Sept. 20-22. American Trade 4; 
sociation Executives annual meeting 
Hotel Shoreham, Washington, D. ¢ 

Sept. 20-22. National Industri; 
Advertisers Association annua 
meeting, Netherland-Plaza Hote 
Cincinnati, O. 

Sept. 24-25. Boston Conference 
Distribution, Hotel Statler, Boston 
Mass. 

Sept. 26. Periodical Publishers Ig 
stitute annual meeting, Hotel Pen 
sylvania, New York. 

Oct. 1-3. Insurance’ Advertisiy 
Conference, Westchester Count 
Club, Rye, N. Y. 

Oct. 5-13. London  Advertisir 
Convention, London, Eng. 

Oct. 7-12. Annual meeting, Dir 
Mail Advertising Association, Hot 
Statler, Boston, Mass. 

Oct. 7-9. Annual meeting, \ 
Advertising Service Association, B 
|ton, Mass. 

Oct. 11-13. American Photot 
gravers Association annual meeti! 
New York. 

Oct. 15-18. Outdoor Advertisi1 
Association of America annual me 
ing, Chicago. 

Oct. 16-17. Inland Daily Press 4 
sociation fall meeting, Chicago. 

Oct. 18-19. Audit Bureau of (1 
culations annual meeting, Steve 
Hotel, Chicago. 

Oct. 26-28. Annual meeting. Tet! 
District, Advertising Federation 
America, Houston, Tex. 
| Oct. 31-Nov. 2. National Fore’ 
Trade Council annual meeting, H 
Commodore, New York. 


F. F. Whittam Promoted 


| Frank F. Whittam, for the 


‘|six years Philadelphia branch ™ 


ager of John A. Lucas & Co. Pe 
|'makers, has been named gene" 
\sales manager in charge of all § 

j and advertising, 


Resigns Club Post 


Faraon Moss, for the past i, 
years executive secretary of the + 
Beach, Calif., Advertising Club, ! 
resigned to devote his time 
own business. 


-_ MASS PLAN ADVERTISING. 


= _HOME-TO-HOME DISTRIBUTION OF ADVERTISING ANO SAMPLES . 


d in 


population changes 


CHICAGO'S POPULATION DECREASES vast 
Preliminary Chicago census figures for 1934 indicate *® 4d 
in ee BH of approximately 119,060 persons since 1930. 


which are under constant check e 
570 W. Monroe St., Chicago Ill., Randolph 4432 


families: 


1930 families 842,578 

1934 femiiies (estimated) 832. "210 

Decrease 10,368 where 
All the more reason why you should use Big 4 Servidt 


are quickly reflected in ‘‘route 


Sept. 16-19. National Associatio, 
of Broadcasters annual meeting! 


\'< 
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SAMUEL HOPKINS ADAMS KATHLEEN NORRIS P. G. WODEHOUSE MARGARET SANGSTER 
“The Gorgeous Hussy,” recent “Husbands With Wings,’ which SERENADE readers say they This gifted writer contributes 
serial in SERENADE, is now a appeared in HOME, was in her like the Wodehouse formula swift-paced fiction to TOWER 
best-seller _ gens a STR SG t 


most felicitous vein for love and laughter RADIO and HOME 


LEASE don’t confuse TOWER 
MAGAZINES editorially with any 


Ciation 
leeting| 
Cincin 


other. Although the same outstanding 


ide As 
neeting 
1, DC 
dustrig 
nnua 

Hote! 


A ELAINE STERNE CARRINGTON EDWIN C. HILL 


Deeply emotional stories for His tumultuous writing pace 
SERENADE and romantic gives an emotional quality to 
i stories for MYSTERY NEW MOVIE interviews 


authors are used who appear in all the lead- 


ing magazines, there is a deliberate difference in the Tower 


technique. It’s livelier! Stories catch reader interest in the 


ence 
Bostor 


first paragraph, the first line. Descriptive matter is pared 


hers Ig 


to the minimum. Pages are crowded with events; with 


drama. It’s young in its feeling of speedier move- 


ment. It is bought voluntarily by younger house- 


wives, 1,300,000. Urban shoppers. Do 


- 


they know your product? 
THYRA SAMTER WINSLOW COSMO HAMILTON 


coal _ This talented author does dis- “Monte Carlo Moonlight” 
nat cerning studies of human rela- in HOME has glamour and 
tions for SERENADE genuine sentiment 
vertisil ‘ 
al me! 
Press 4 
ZO. 
1 of (is 
Steve 
ng. Tent 
ration 
| Forelg 
ng, Hot 
moted s a 
the ALICE DOUGLAS KELLY MARGARET LEE RUNBECK KONRAD BERCOVICI MIGNON G. EBERHART 
= bs Her stories and novels for Her advertising background Starred in O'Brien's collection Her ‘‘Nurse Keate” is a 
‘genett SERENADE have an appealing gives authentic atmosphere to and SERENADE for stories vi- _— favorite characterwith 
Cao gayety and tenderness retail love stories in SERENADE brant with dramatic action our MYSTERY readers 
ost | e “ . 
ast tol 
the Li 
me to # 
<7 © Pictured tbove are a few s @. 
NG. ‘f the any successful 
AME “hers who appear in re 
te FER MAGAZINES. . : 

decreas? : 


HOME e SERENADE e MYSTERY e TOWER RADIO «e NEW MOVIE 


Ms ee a Ck WS RR ren, CS i Be s Bea gle a SIO ee ee eee Yin ah are tae ae Pee Oe Pee Ee PU ee Bane ee URS by ye EA ee a Pre ds eee <r Te as dy HY Se LP em a AT A nae ein, SN x a ee a oe SO eS ge ais * i faee Mag e ~ eee eee A see: 
ae a Oe de OT gla Wie eee ae a ee ek ew = eS ER Mis 734 : “ * SiR Cia hig op a ae ot Ree , th a al a eth iy penn Baio sk a ig OY ee bit 4 Pir a ay vila 
ri ~ itt rie : f, J eitey, hd ——— ¥ why Ae ; £ pees, 4" + E # e penne: +, : i eee i i a" ae? # hs "ia P Pa : i= ‘ fs ; Fe eae “wes 
a “wh é iy roe a 2 ; = A 9 a 7 me lee 28! a 3 / he oe i 7 . Bee eR, y bye: tae Tha > 5s i r - ttt oe y = “hs 
es ah ~~ ‘ ae — : = 3 a . y ee , ¥ ‘ a Oe vB Be . seal vat : Fe ~ j a bh, Se ey j gg é ee < \ $3 . ius a im 
ye wy eat 
en rnrnrnnrrnnrnrnIrrrrnnnrInrrnnnrnrnInr 4 
Pe — apes oneness? , ‘ —— -_ ¢ 
— 
— ; 
F 3 
Zz a 
4 A — g 
=~ @ => : oer pes. 
4 tal & ™ s A 
———— » eas Gera te : Pet a 
: me Me ae ; 7 > Ps 
-—sS \ = WY } = ° J = > 4 ? ee 
, = ( Fee — | 
/ S Yd “SS ; y ; 
“> RN | \ : 4 St ; Sod 
- ge= “4 Ml ass y A j 4 
Us f ;= , ; i 
i ~ eS > hee 
/ “ _. 4 
NN : e.g! ON - 4 
? as i 4 4 ’ . - 
\ 7 ,-_- aw eS way ; were 
“ > ’ A : a ‘4 
: ‘ a ; - am *- iy bet * ie ‘ . 
. \ , * . . U " “ef ‘ ~~ : 
7) x 2 ja | 1 »: io { ; 
7 cae ¥ Aaa , , \ 
rs, a {i ji =e / ba s *2s : 
°' htm a ? re ; ; . 
tt te — \ 
— se Ke j “~ e “4 \ 
LS 4 NN 
a _ WN ‘ is 
_ : SS i 
ce 
aa 
Ae 
a 
Sree. 
ies 
bes 
ee 
eee e 
. igen wa: 
'ISe- x es 3 ae 
has ™ Rees 
Ss. 2 ated 
>me Se —— aed 
. Se = 4 y ~ pee a 
> Be ~ \ / ee - a 
SNS \ g ar: 
: BONAR \ ae 
ms ee , ’ N . eo. a 
Se =: ‘ame 
Be _ ~ ia lies 
—- o “* c 7 P Pa = s 
3 = = y ee 
Se af \ gt . , ee 
»~ J Zu eee’ iis, 
ee pe ‘ 3 EPS 
ns “4 > ff fn A ioe 
Seer Ulf . y “A i : 4 q 
= Yo } , Me, he E 
Sok ‘ 4 j . i, . AD pe : 
y Be J ~Sem~ “4 oot 
ae J N * i eae 
: Sk = adh _ Pe 
< ut , 4 
~ Y 4 - 
ee 3 - ‘ S - Zw 
Se Sac a 4 
oo 
oo 
: 1g 
ee 4 > 
. ae 
: Sey = eae A 
aS a nope: 
) ; Sa ¥ = : ba” ‘ 
i Se 4 teen 
; a ery A, Vy, — Pe ah as 
it eas cee ie’ ‘ om my = rae an Gere 
ee RASS ae ee \ ” ~ eT 
? eS eps te \\ ip: —— == Be 
a ~ Cn Ta.” Ye {i> Sa _ 
7 RE ce ae | Ue jr ———~ aim 
eae SS : ais ' , aes ~— Ss ee 
1 Peng : — oes ; SSS aa 
q oo Soe Vy Qa \ i 3 . / SS . ic eae 
4 SS \ ns nf ios ae 
F a See \ ‘ t 4 . % ' As one _ 
rertis! a H 4 2 = ttt oe hoc 
Count a * oS «we? Sem yy) R= Gae eae ae 
H at sae 2 : 7 a, Se wien aah 
4 as an oe ae y y a ai oe 
a2 ay ' \ ‘ -h ek, oe 
yertisit 4 is oS oi a Silo 
su bi ; Ra 4 ; Ty Set oe 
et, Sa ay ; ¥ } i ade 
Hot — ws : ae 
n, bee Oo as rey > : Z yi ad 
cs ee 4 ry A, . Wise a a 
oe ; s al mn Te 
' ae oe a 
ig, M e Se 
ion, B i Pea 
os ae 
Tee 
= us ted 
“i is by 
A an 
a ae: 
CE Gy 
gee a 
eae 
ih ditt. 
Vue thy 
CEO: 8 
bs eae 
be ae 
i i 
7 
me 
- 
ay 
: sli ei 
ie peil ig ei 
oe oe 
. eo 
coe ee 
wert oe 
gh eae 
7 ee ~ eas 
F y. » See 
: Mica, 
Pe eee 
Pie eb r / UP 
See Nee ad es a : : . . } ; a ; pitts 2 ‘| ine gi iaks ar ee 
SUEY Mate foe ese Pe, Sek arate BF ae Ee ert = eo lieth oo Be. a = ore Ps Pas ~ w FR Spee es Mey et ad, + Ae ‘he 2 Bi et % 5 eG ay: Be oy pag att Se ae ee ae ie ee ee RR Paes ey SN an 
cre os a Callens eam ES ao 5 re le eS Ca ENE Maa Want Ree Tenge ko mee apa Criacaie e  a  e te  e. oe NE Pe AORN nig ky tRNA pee igs eR Ls CM Ny, Sy Re BZ et ere, EN bc, ST anes CERO OG ag Eee gs BERET et ee gam nA (Sa AEN En ys SSS ee eRe TSA Te Gs Ly. Se ee 
if Re i ru Meas ke coy) Nanas “eos Glan 5) cee ch ist ag st ee PONT ok haa eae rea hy Sige FOE <a oe ie er eee MOREA ek ME Re a yan) 1 ae RU oe eee oe ante La, aay Prete Be aed hig phat aes meas aA ean ck Nes ERPs Ee Sin cak OS 5S RD a a 
les tek Ripe at Eine ae rH Sere ae Oe ce Pee 4 “a geen. Niet GRP Speer ota 2 ana eee Cathe FO tee Se ates kero ack See ees te 5 eran ee SL RS SORES € eta Pee at beg EN Wea wich ae ke Cae ah 2 al, a vs a ; ae i sivetn ee eae BF eal et | * io 
a Symi ey iS e eke Rae Lies ge 48 Sok ae es ae is. Rah fi sols Re SF bate Reis a eee On eae aati eee Hk eae oye ey Cea Baek ae a ag Sf ae Ser ake “od de eT aa Getic, ents guts Se i TREC: eee ech emaris rity ee ee 


ADVERTISING AGE 


September 15, jy, 


Sinclair Lift 
Copy Inspires 
Church Sermon 


New York, Sept. 13.—The gripping 
24-sheet posters showing one gallon 
of Sinclair gasoline lifting the 
Statue of Liberty 3%4 feet and ac- 
complishing other Herculean feats, 
will shortly be spread across the 
walls of a church in Southern New 
Jersey. 


This is only one of many mani- 
festations of the keen interest dis- 
played in the current Sinclair cam- 
paign by clergymen of all denom- 
inations. The graphic illustrations of 
the lifting power of Sinclair gasoline 


| nang on the walls while he delivered | 
'a sermon on the lifting power of | 
| religion. Another minister, from 
|Geneva, O., preached three sermons 
‘on the general subject, “Lifting 
Power,” explaining that the idea was 
inspired by the Sinclair campaign. 
Many clergymen have requested 
more detailed information to aid 
them in preparing orations of an 
“uplifting” character. 


reader to “See the Sinclair dealer,” 
who has been provided with booklets 
giving additional information. 


Club Has “Clinic” 


The San Antonio Advertising Club 


apparently have appealed to the has formed a “clinic” for the adver- 


ministers more forcibly than any 


tising and selling of a hypothetical 


The Sinclair campaign is running | 
also in magazines, newspapers and | 
radio. Most of the copy urges the | 


AGENCY HEADS 


GIVEN INSIGHT 
INTO FHA WORK 


Attend Special Session on 
Housing Program 


Washington, D. C.. Sept. 13.— 
Executives of two score leading ad- 
vertising agencies met at the Wil- 
lard Hotel here Monday with offi- 
cials of the Federal Housing Admin- 
istration, including Administrator 
James A. Moffett, Deputy Adminis- 


The meeting was called to dis- 
cuss the “tremendous opportunities 
inherent in the better housing pro- 
gram for sales and promotion of 
building materials and other supplies 
which are to be used as a result of 
the modernization and improvement 
campaign” now inaugurated. 

At the session, Mr. Moffett empha- 
sized the immense opportunities 
which the better housing program 


| provides, “not only for builders and 


manufacturers of building supplies, 
but for practically every kind of 
business enterprise in the country.” 


| Mr. Moffett said that industrial 


leaders have told him he _ could 
‘count on the aid of the advertising 
igencies to “push the program.” He 
|ecalled it “the most constructive ac- 
tivity that has been undertaken in 
years.” 

Mr. Deane went into technical de- 


HELPS BUTCHER ; 


Don’t Blame 
Your Buteher | 


for higher prices ...., 


Let's be feu sbowt thes busmess of mang meat proces 
tt ie aot ting. it is ue American, to ley the resp 
pas AE wy eke ” 


y. where it dors sot 


ree hammeet( — to keep your good | 
So we say, don't put the blame thn, - | ’ 
te rab you. Your wterest is his He wants your - N 
and lotwr — when conditions ore better ofl round. i a ° 
timae to do all he cam to hewp it. It te bie greatest aeer sa bo 
Amowe it that 
Arpeaho Sausage Products are extremely reasonable 
prices. Every pound ie « full of mest with = ca he 
seote 1 overtouk the ecomomy ts buying Arprato oma iH 
Products. ; 
Further your government's plan fer renorery by honing cre’ 
mest in your menu as regularly os your mrems ~ al. ith 
wit 


oven 


ESTER Pacnync Co. ine iay 


=! other which has appeared in recent product, a campaign for which Will) trator Albert L. Deane, and Ward |tail as to the financial side of the Priniet % DQ to th 


jj i s 
years. Sa Bg Pi | M. Canaday, director of public rela-|FHA program. He emphasized the Bure 
One pastor, as indicated, asked |tyrers and retailers are invited to | tions in charge of promotion and | fact that the entire program is Pola 
for copies of the 24-sheet posters to | attend. ' selling. ‘based on private initiative, to be| Rochester Packing Company Tl 
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CHAMPLAIN English 


BOOK. Its fine formation, 
freedom from glare, opacity 
and uniform finish recom- 
mend it for house organs, 
magazines, booklets and gen- 


eral advertising literatur 


Address All Requests to Sales Department F 


Halftones, color work and 
“black and white” find an ideal 


medium of expression in 


Finish 


CHAMPLAIN TEXT isa laid paper 
made in five delicate pastel colors 
e. and white. It is particularly suited to 
the production of colorful booklets, 
folders and announcements where 
paper, type, line cuts and wood cuts 
harmonize to give “life” to the job. 


An Ant R 


FOR THE JOB 


Maximum printing results are obtained only when the right 
paper finish has been used. A group of four distinctive finishes, 
such as those offered in CHAMPLAIN BOOK will help the 
printer and buyer to determine the right paper for the job. 
CHAMPLAIN BOOK PAPERS are of excellent, uniform quality 
—moderately priced and adaptable to any type of letterpress 
reproduction. Sample book and illustrated literature will be 
sent to any printer or buyer on request,and without obligation. 


Super Calenderea 
A highly finished smooth sur- 
face features CHAMPLAIN 
Super Calendered BOOK.W here 
sparkle and fine appearance 
are required this paper meets 
all tests. For books, booklets, 
circulars and broadsides using 


When type and simple illustration, color plates or fine detail half 
in the form of line or wood cut, tones up to 133 line screen. 


must effectively carry the message 
CHAMPLAIN Eggshell BOOK gives 
exceptional value. Available in 
white or India. Use it for distinctive 
direct mail advertising. 


Made 
Lf 


= 


Lili 74 A (Het il Vv 


Ir°F7rYL 


INTERNATIONAL PAPER COMPANY LJ Us 


220 East 42nd Street 


Branch Offices: 


New York, N. Y. 


ATLANTA + BOSTON + CHICAGO + CLEVELAND + PHILADELPHIA 


PITTSBURGH 


using newspaper copy like this am ame 
explain that rising meat pricg™m tion 
can't be blamed on the butchemm n° 
Stewart, Hanford & Frohman, Inf ““' 
is the agency. 


text 

ge = " : rules 
financed with private capital, rat) “g 
than a program of governme@m jy « 
spending. Clas: 
Mr. Canaday explained the imp “g 
tant part which “advertising exeg Rept 


tives can play in educating th 
own clients, as well as building cg 
tractors,” financial institutions “A 


the public, to the possibilities @ ‘"° 
substantial benefits to everyboj daily 


concerned in the program. day 
Those attending the conference ifm °°° 
cluded: on t 


John Benson, American Assocgm !iVe 
tion of Advertising Agencies; G. 
Thorney, N. W. Ayer & Son; Hmm °°? 
Smith, Blackett-Sample-Hummagm 22 
Inc.; Harry F. Muller and Paui gm 4¥@ 
Baugh, Blaker Advertising Agengm ® Pe 
F. D. Richards, Campbell-Ewgg *° 
Company; L. J. Feeney, Caples Cg °" # 
pany; A. W. Seiler, Cramer-Krasam °"' 
Company; age 
Charles G. Wright, Federal Adam ¥°°! 
tising Agency; Stewart L. Miggg ™ 
Ferry-Haniy Advertising Compat Sit 
R. M. Ganger, Geyer-Cornell C puis 
pany; E. W. Hellwig, E. W. Hella " 


Company; H. M. Dancer, Het 
Hurst & McDonald, Inc.; Nell pula 
Price, Holden, McKinney & Cam 
Inc.; George H. Sheldon, Hommaigmg *! 
Tarcher & Sheldon, Inc.; re 
James H. Wall, Chas. W. Hogg 0? 
Company; Al Paul Lefton, Al Pag | 
Lefton Company; S. L. Meulendyiggg "*! 
Marschalk & Pratt, Inc.; Charly "Po 
Francis Coe, Maxon, Inc.; H stn} 
Palmer, McCann-Erickson, Inc.; (¢ 
F. Bennett, Needham, Louis 


Brorby, Inc.; 

R. L. Strobridge, Newell-Emmqy 
Company; S. B. Wildrick, \@gg™ 
O’Dea & Co.: W. B. Stone, Po 
Turnbull Company; Robert E. Ri 
hart, Charles Presbrey and C 
McCoy, Frank Presbrey Compal 
Douglass M. Allen, Procter & Coll 
Company; Ralph Van Buren, Ri 
rauff & Ryan, Inc.; 

Mallie John Murphy, Thomas 
Shipp, Inc.; Wm. C. McKeehat : 
J. Walter Thompson Company; °#, al 
Hughes and L. W. C. Tuthill, Tu 
Advertising Agency; Frank M. Qj" 
chard, Van Sant, Dugdale & ' = 
John H. Cecil, Cecil, Warwick 
Cecil, Inc.; Wendell P. Colton, ¥! 
dell P. Colton Company; C. ©: W 


ng 


ningham, C. C. Winningham, Io 


A. V. B. Geoghogan, Young & * Lay 
bicam, Inc.; and Edgar D. Mas MER 
Albert P. Hill Company. PHC 

The meeting for agency execu! Dep 


was followed by one attended 
manufacturers of building mate! 
and supplies, furniture and furm 
ings, and others primarily interé* 
in the FHA program. Many of ™ 
present revealed definite advertis" 
and merchandising campaigns " ' 
in putting the modernization rm 


G 


FREE « SLEININGER 


DEPENDABLE 
Station Representative 


NEW YORK CHICAGO oe 


, LOS ANGELES SAN 
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“DAY BASIS FOR 
DAILIES’ FIGURES 
ASKED OF A.B. C 


nportant Amendment Pro- 
posed by Polachek 


New York, Sept. 13.—A proposal] 


; that all daily newspapers be given 
. the option of reporting daily average 
3 drculation on a five-day week basis, 
’ yith the circulation of their sixth. 
J jay issue Segregated, has been made 


to the board of directors of the Audit 
pureau of Circulations by Victor H. 
Polachek of the Hearst Newspapers. 
The purpose of the proposed 
amendment to the A. B. C. regula- 
tions is to relieve publishers of the 
necessity for bolstering Saturday 
circulations in order to maintain 
their daily average figures. The full 
text of the proposed change in the 
rules follows: 

“Substitute for Section 11, Article 


any | 
th , 
pricy 
utcher 
n, In 


|, Tath 


ernmemm [J]. of Chapter B of Analyses and 
(Classifications, the following: 

2 imp “Section 11—Five Day Average 

B exec Reports. 

1g the Text of Proposal 

_ 7 “All daily newspapers shall have 

lities. the optional privilege of reporting 

verybof daily average circulation on a five- 
day week basis. If the five-day aver- 

rence Ham 25° is reported it shall be indicated 
on the report as ‘Daily Average— 

Associ Five Days.’ In such cases the sixth 


4 


s: G jay circulation shall be reported 
* Hw separately in the next adjoining col- 
Tummel vn under the heading, ‘Sixth Day 
Pau! Average.’ Provided that when over 
Agentm ® period of three months the aver- 
2|]-Ewd ge circulation of a daily paper is, 
ona certain day of the week, 15 per 
cent in excess of or below the aver- 
age of the other five days of the 
al Advi Week, the separation of the report 
. Mi into ‘Daily Average—Five Days’ and 
; sth Day Average’ shall be com- 


les Ce 
-Krass 


pe plsry and not optional. Circula- 
% Hella “2 reports on editions published on 
. Ba legal holidays may be omitted at the 
’ Nell ption of the publisher.” 

& Cla ‘In effect therefore,” Mr. Polachek 


‘ommai “Dlained in a letter to A. B. C. mem- 
‘ts outlining his proposal, “this 


W. Hogg “Opesed amendment would only add 

Al Pag “e Optional five-day average report- 

ulendvigg “S privilege and the holiday edition 
Chara Porting option to the present ex- 
H sing rules and regulations. 

ine. ; Ce Wins Instant Approval 

Loul 


‘This amendment seems instantly 
-Emn@ ° Dave found widespread endorse- 
x, Mag St” Mr. Polachek says. “A copy 
‘my letter to the board of directors 


7 Was sent to William G. Chandler, 
nd C eeneral manager of the Scripps-How- 
“ompal 1 Newspapers, and he immediately 
& Coll ‘tote to the board of directors en- 
en, Ref ltsing this suggestion on behalf of 


‘lof their newspapers. 

“We believe that this change in 
“Ne rules would be for the benefit 
tall publishers and all advertisers. 
‘Would give a true picture of the 
Tculations to advertisers when 


Se... 


| 
|}they purchase the largest columns 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
al AND LETTERING 
YEN'S FASHIONS AND 
4OTO . RETOUCHING 


Dent. L. V., 116 S. Mich. Blvd., Chicago 


of their advertising. 

“Such a ruling would also enable | 
publishers to effect economies in| 
operation. Publishers are now im- 
pelled to unusual expenditures on 
Saturday issues of their daily news- 
papers in order to protect their aver- 
age circulation figures. Expenditures 
in this direction are being increased 
in order to meet the circulation prob- | 
lems created by the New Deal, NRA 
program of the administration which 
is making a five-day work week | 
almost universal. 


Discrepancy Is Growing 


“The concensus of opinion is that | 
the five-day work week is going to | 
become a fixture in American eco- | 
nomic policy. The problem of main- | 


taining the Saturday morning and the five-day work week movement | f° 4 Evans & Sons 

evening circulations at or near the | gains momentum. P 
average of the other five week days “The Audit Bureau of Circulations | Start in Detroit 
is going to become increasingly dif-| best serves the interests of all of | Brooke, Smith & French, Inc., has 
ficult of solution. As a matter of | its members when it furnishes to ad-| been appointed to place advertising 
fact, it probably won't be solved at|vertisers an accurate picture of the|of the newly formed Detroit com- 
all. Publishers will probably bow to | circulations which they are asked to | pany, E. S. Evans & Sons, which will 
the inevitable and let Saturday cir-|purchase. The present rule of 15| manufacture a number of “over-the- 
culations go to their natural level by | per cent does not adequately protect | counter” products. 

printing normal newspapers, on/either the advertiser or the pub-| E. S. Evans is president of the new 
which no special effort is put forth |lisher. If there is a difference of |company. Robert Evans is executive 
and no special expenditures for fea-|10, 11, 12, 13 or 14 per cent the | Vice-president and E. S. Evans, Jr., 
tures made—things which they are| advertiser has no information on |i8 treasurer. 


now resorting to in their effort to | this point. —_—_—_— 

maintain their averages up to the “The adoption of this amendment | 

other five days. to the rules and regulations can in- | Hoffman Named Rep : 
“More and more the discrepancy | jure no publisher and can clarify the|_I"ving J. Hoffmann, Inc., New 

between Saturday circulations for | circulation reporting situation for | York, has been appointed eastern 

b ss . : advertising representative of Apart 
oth morning and evening newspa-|many publishers. It will also be of ment House Management H. E 

pers and the circulation the other | advantage to advertisers and adver- , anag 


: Martin has been appointed manag- 
five days is becoming accentuated as | tising agencies.” ing editor. 


net paid. 


tract for 


rate, the 


rants the 


New York 


100% Circulation Increase 


QO, Jan. 1, 1935, the Circulation of The United States News will be in excess of 50,000 


THE present advertising rate of The United States News was based on 25,000 circulation. 
| Advertisers for the last ten months therefore have been enjoying an increasing 
plus in circulation on January 1, 1935, this plus will represent a 100% circu- 


lation increase over the figure on which the rate was originally based. 


ON January -1, 1935, the advertising rate of The United States News will be increased 


approximately 10%. 


AN analysis of both the current rate of Th United States News and the new rate shows 
that we are offering today, and will continue to offer under the increase the low- 


est rate in the entire publishing field for similar display in a class publication. 


ALTHOUGH the circulation increase on January, 1, 1935, will have reached more than 


100°, the increased advertising rate will not exceed 10%. 


ADVERTISERS however now using The United States News and new advertisers who con- 


year 1935, the benefit of our present advertising rate. 


THIS means that these same advertisers will obtain, without any increase in advertising 
News attained during 1934. The present growth of The United States News war- 


in circulation beyond 50,000, all of which increase will also be enjoyed by adver- 


tisers who make their commitments now. 


The Anited States News 


Sun Building, 280 Broadway 22nd and M Sts. 180 North Michigan Avenue 


10% Rate Increase 


space for the year 1935 may still enjoy throughout the entire calendar 


advantages of the 100% increase in circulation of The United States 


assertion that during the year 1935 there will be a substantial increase 


Advertising Department 


Washington Chicago 
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UNUSUAL SERIES all these properties, except American | a 


EJ. ROSENCRANS, 
PUBLISHER, DIES 


New York, Sept. 13.—E. J. Rosen- 
crans, president of Business Journals, 
Inc., which publishes Motorship, 
Diesel Power and Building Modern- 


“Hadn't we better harry home ond 
fix dinner?” 


“Ne We are having Sweet Clover 
Franblafters, and it takes only « 
few munetes to fix them.” 


Architect, and the following year he | 
purchased Architectural Review and | 
consolidated it with American Archi-| 
tect. It was reported that he re- 
ceived nearly $1,000,000 for American | 
Architect when he sold the publica- 
tion in 1927 and retired. 

He purchased Motorship and Diesel 
Power in 1932 from the receivers for | 
National Trade Journals, Inc., and | 
last year became the publisher of a| 


Getting Personal 


Malcolm Muir will inaugurate a weekly series of “Business Pro. 
tection” addresses, sponsored by the Merchants’ Association of Ney 
York and broadcast over the NBC network. He will speak Sept. 1 
on “The Business Man and the New Deal”. 

James S. Wallington, NBC announcer, who holds the gold meda} 
of the American Academy of Arts and Letters for good diction on the 
radio, is dancing down life’s highway with Anita Furhmann, rex ntly 


“ ‘ ‘ : third paper with the founding of a Music Hall Rockette. Their nuptials were secretly celebrate 
cee oo a 8 — a er Building Modernization. three weeks ago. 
ee ee eae ah pervs Mr. mesenannne a as a ae Lem Lincoln, BBDO art director, resisted the patriotic urge ang fol 
nent and remarkably successful as of Bn naa nine - pag “4 named his new offspring Dwight Christie. : -H, B. (“Bo”) Bolander, 
a publisher in the class field for egg gy gy a a yey - | Simmons-Boardman p.m., is envied his skill with the new “pusher” 
nearly 25. years. He retired a a Seiia Sed me club. 


wealthy man in 1927, but in 1930 was 


daughter, Dorothy, wife of Dr. George 
R. Brighton, a New York specialist. | 


James Douglas Auchincloss, recently of Yale and now learning 


a prevailed upon by former associates eatin ltt alban od The heirs will continue publication | the advertising business at R. & R., is covering his lessons much M! 
oy to become treasurer of National) One example of a very unusual of the aa papers with Rex Ww. faster since he became engaged to Eleanor Grant, of Manursing : 
& Trade Journals, Inc. Glad to get series which Northern Packing Wadman in charge of Motorship and | Island, Rye. Miss Grant, product of Miss Schoff's School in Paris shig 
back into the harness, he took hold| Company is currently running in | Diesel Power and George K. Gauff as and Junior Leaguer, descends on the maternal side from the fa. sed 
with a will and remained fully ac- . . “a th 4 - v4 manager of Building Modernization.| ™0us Underwood family, noted for its southern statesmen. aa 
hn Ss Ramee i Rt mea new rs in rthwest. . - 4 7 : ; wi 
tive in busine 88 until his last illness. ewepape oo _ | Gladys Liggett, Three-In-One v.p., booked passage on the ill-fated with 
: An engineering graduate from the eg ip S.S. Morro Castle the day the ship burned off the Jersey coast. She's Th 
estan of petigevsrn 4 in 1893, Mr.| Corporation, Mr. Rosencrans joining Alderman Manages | out of the notion of a cruise now, and will visit the Chicago fair. bets 
osencrans began work as a drafts-| the firm as director of the building ’ : a" ia : : , her 
man. Eight years later in New paper group. Agency's Branch . — — iar g Prong Pesan ot oe — life sul 
York he formed the firm of Rosen- Royal M. Alderman, who has aa! as ig ee . : 4, : ah aoe eae oe te 3 > ret ae 85, 
crans, Jackson & Rosencrans, archi- Repurchases Paper with McCann-Erickson, Inc., for five | oe . a ‘3 oe mouth graduate, an s bride to be carried the gla 
tects and engineers. In 1919 he repurchased American Years, has been made a_vice-presi- — are er dee 
He became editor of the American Architect in a deal with the United @e@t, and manager of the Cleveland Cornelius DeBois, Time p.m., put his recently acquired knowledge nwo 
Architect in 1908, and in 1910 he) Publishers Corporation which also _ iii, Dieiies uaed of fingerprinting and footprinting to good account on the arrival of eat 
gt and G. E. Sly bought the magazine included Building Age, Metal Worker ager of the “tar sapere Meter ta Clave. his new son, Peter, having the infant footprinted immediately. ny! 
ioe and published it until 1916, when and Plumber and Steamfitter. In the! jand pranch, has been promoted to = reeenacnaecnte ley age lg — * sacha nee maak oe 'N 
they sold it to United Publishers|two years following he disposed of| manager of the Chicago office. paper advertising is the wife of Roy E. Larsen, Time executive. This vith 
particular piece of copy will not appear in Time, although White Rock Im 
regularly makes good use of that publication. press 
‘ = a Charlie O’Donnell (Mathes) will be a man of many addresses the 
until a lease situation is adjusted. He has just taken a penthouse treat 
at 75 Central Park West and he still has the apartment at 10 Park ifrict 
Avenue and the Philadelphia penthouse. He is planning to move liluti 
. 2 the famous tree on the terrace of the Philadelphia penthouse to the will 
New York domicile. Colgr 
Frederic William Goudy will be the guest of honor at a reception 
Sept. 18 at the National Arts Club, which will open an extensive ane 
exhibition of his work. “s 
Probably from force of habit, reporters still have Amy Vanderbilt fll-in 
: attending the reception to Grace Moore and other social affairs about val fe 
, town while she is out of circulation at St. Luke’s Hospital. She's made 
improving, though, and will leave soon for a long rest in the West sed 
Indies. . . on an 
; The high-light of last week’s festivities marking Miss Moore's jumbo 
cinema debut was the supper and dance given in her honor by Th 
Conde Nast at his home at 1040 Park. Mr. Nast’s invitations are eerns 
eagerly sought by notables, especially artistic celebrities. . . ho vou 
P T , orp , a) Y T i Fan vl ‘ ve) r T i 2D ¢ . ag “Vv hip: W 
JOURNAL OF THE AMERICAN BANKERS ASSOCIATION Austin F. Bement, once a Detroit agency head, but now in Chicago 
with Erwin, Wasey is the Clark Gable of the advertising field. He * 
sports a silver lock which makes feminine hearts flutter. Seems he’s ag 
, had it ever since he was a kid. . . a 
WITH the October issue, the American Bank- | Ide Gouber, of the Golden Book, and Mildred Brennen, of the Peck M... 
agency, were recently reunited as a result of an item in this depart: Th. 
® ° ment. The two girls, first cousins and both employed in advertising | 
: ; : nio 
ers Association Journal becomes BANKING. in the same city, had been out of touch with each other for seven tn 
years. a 
o o Jim Clancy, guiding hand of WTIC, Hartford, used to play first rin 
BANKING will be edited for bankers and base at Georgetown U., the university which has probably trained interes 
more big leaguers than any other in the country. Jim had a profes: tes 
oe o : . ® 
business executives —for those men who have sional contract under consideration when newspaper work claimed 
him, and look where he is now. 
e ® Leona Woodbury, on whom Underwood & Underwood now depend + 
»Y | , ake 
contact with banking. for style counsel in making pictures to appear in the public prints + 
| six months hence, started with the comany as a mere office girl. . I 
e 4 a ees = —~ ~~ am oe - ————Seeee — t 
BANKING will be edited for those who pera nite © A 
Z bd PI Strainer being offered as a premiun gm’ M 
k ll ° f e i upton ans with the purchase of a one-half weight 
must eep we In ormed on financial and e one-pound package of tea. This offeT HH ‘Reg 
Use of Radio had just previously been made itg@ne \ 
economic subjects. American Weekly and Householi ge? \ 
on West Coast sasazine. and the returns were COD Mi teks 
sidered extraordinary. On a cost-pel @™@P ins 
o o inquiry basis, however, the radi ting 
BANKING will be edited for those who Hoboken, N. J., Sept. 13—Thomas | Program equalled the magazine col! #™’ hy 
‘ P , J. Lipton, Inec., is continuing radio | for results. wai pel 
are reasonable Im their attitude toward experiments on a bigger scale with! The tea strainer premsam “a oo ng 
inauguration Sept. 10 of its first ma-| be used to test the Lipton va an e 
P P > . . w« thie ag en 4 cS 
o e jor program, Lipton’s Tea Jamboree, | boree program, which has peer a 
change and who recognize the desirable, as (on a network including all of the |Popular sustaining hour for er a 
ll s |Don Lee-Columbia stations on the |time. In recent pngeng wa trib 
‘ Pacific coast, plus KSL, Salt Lake |Stations as far east as NeW *" gg” 
‘ . | . , : : : ing fe 
well as the undesirable, elements in the trend bea Ihave been picking It up. The offrinsil Tie 
f | The current radio program will | is of the review or fun show si? ‘en 
O current events. Jialso include 12 time announcements | being a rapidly moving a in > 
\a day over WJJD, Chicago. Frank Short acts, 24 of them being sive? | a 
pan " . ‘|| Presbrey Company, New York, is the | one hour. 4 
FHIS is more than a change in name. jgiseency io charge, | pees ' 
The advertiser first used radio L f Liniment - 
about two years ago on a spot basis, | awes or ‘oa will pre 
* ‘f| buying spot announcement time Warden — E. ean series 
| cae ae : Br ae there |Sent more of the dramath "se 
Dromotional support was needed. | 20,000 Years in Sing Sing” wh? of 
me 4a iF a) . . i ( i Ss F ye 3e dq. * YI ’s ‘7 
. ors r wre op | hi EG, ‘ ve returns to the air for Sloan’ ©. 
BANKING offers an A.B.C. circulation of over 30,000 reaching 95% | During the summer three mid-| ment on Sept. 19. The program Willl 
i} “4 . . Lo ° Ve 7 ied 
| of the banking resources of the country and the executive heads or |] | western stations were used for spot /pe heard over NBC-WJZ at 9 P" 
¥ directors of the leading businesses of the country. Outstanding EATERS Se SORE: See SER eee — 
advertisers are capitalizing BANKING’S moderate cost coverage. ahaa ; precios 7 —| Ii 
22 Fast 40th S \ York. N. Y | THE FENSHOLT COMPANY 
— sas . th JTree. aw “RK, | 
“ee ue treet NeW or IN. 3 | ADVERTISING 
7 | | Specialists in Sales Promotion of Electrical & Mechanical Products ; ] 
11 ' --ago, Ill. & 
|i] 549 W. Washington St. Chicago, 
-a 
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THROUGH MAIL 
FOR LUBRICANT 


folgra Gives Visual Evidence 
of Its Claims 


Milwaukee, Wis., Sept. 13.—Colgra, 
«, is giving distributors and pros- 
ets visual proof of the efficacy of 
is lubricant by sending them certi- 
‘ed laboratory tests which include 
wo Timken bearings used with and 
yithout Colgra. 

The bearings are attached to the 
ig1,x21-inch card which reveals the 
gult of the test. One of the bear- 
ws, on Which the wear is visible at 
‘ slance, Was used with regular mo- 


»r oil, While the other, seemingly 
mworn, Was used with motor oil 
wated with Colgra. The accom- 
ynying explanation said: 

‘Note how treating the same oil 


vith Colgra superfilm increased the 
‘lm strength. Far greater surface 
pressures Were unable to break down 


‘he film strength of the Colgra 
reated oil. Metal-to-metal contact 
fiction) Was prevented. Gasoline 


jjution of as high as 50 per cent 
vill not affect the film strength of 
Colgra treated oil.” 


Certified Test 


Another feature of the test, printed 

heavy board, 
{lin with the name of the individ- 
| for whom the experiment was 
made. Ninety-six point type was 
sed for this, as well as the fill-in 
on an accompanying letter, also of 
ubo proportions, which said: 

This is a big letter and it con- 
ms a matter of great importance 
vou, Mr.———-.. 

We conducted a ‘break-down’ oil 
i for you and direct your attention 
we condition of the Timken bear- 
ws used and the findings which 

been certified by a notary 

public 

This will assist in forming an 
tion respecting the merit of Col- 
lubrication. 

May we have the pleasure of 
ting from you, whether you are 
‘rested in Colgra or in a precision 
testing machine?” 


Signed by President 
The letter was signed by Elling O. 
Veks, president of Colgra, Inc. Mr. 
eks Was formerly an airplane pi- 
In the pioneer days of aviation 
“ problem was to coax enough 
‘PM. from the motor to lift the 
ight of ship and pilot. 
Realizing that reducing friction 
fae Would materially increase the 
“PM. of my motor,” explained Mr. 
‘ks, “I sought and found the 
“aus of improving the best lubri- 
‘hg oi! | could obtain. As a result 
ly experiments with colloidal 
vhite and other super lubricants 
fated the first Colgra formula.” 


lly recently, however, did Mr. 
ks decide to market the lubri- 
" cohimercially. His present 
vaign is directed to dealers and 


tibutor 3. 


the Direct Mail Press, Milwaukee, 


uced the current pieces, which 
between $1.50 and $2. each. 
_ acvertising is handled by 
‘Van Pietersom-Dunlap Associ- 
Milwaukee, and mail order 


by Guenther-Bradford & Co 


ago, 


STAT 


My PHOTO COPY CO. 


NELOCATIONS STA. 4047 


PRICE REDUCTION 


Cftec ve September Satn 


NASH MOTORS 
REDUCES ALL 


PRICES! 
SAVINGS UP TO *150.00 


LOOK AT THESE NEW SEDAN PRICES 


a) eee now § Sa5.00 
NASH BIG SX . . sow 8671800 
MASH ADVANCED DOMT ......... now 905.00 
MASH AMBASSADOR CIGHT........ now 1475.00 


CORRESPONDING REDUCTIONS OF 44. OTHER RASH AMD LA FATETTE MODELS 
A PRICES 0 © FacTORY 


NASH ~e L. FAYETTE 


—_ ance rant moror ce. 


price reductions on all Models. 


was a huge color 


Large size newspaper space with 
copy of this character is being 
used in major marketing centers 
by Nash to announce drastic 


117,000 Radio 
Programs Seen 


by FTC Staff 


Washington, D. C., 
the sponsored 
thus far submitted to the 
Trade Commission, members of 
staff have examined 117,357 
have on hand more than 
which are now 
the FTC announced this week. 

“Of the advertising programs 
ready examined,” the 
said, 


Sept. 


13.—"‘Of 
broadcast programs 
Federal 


its 


and 
50,000 
under examination,” 


al- 


commission 
“97,356 have been filed without 


action, having been passed as free 
from violation of the law prohibiting 


false and misleading advertising 
interstate commerce. 
ing 19,991 programs already 


in 


The remain- 


ex- 


amined are being further checked, 
but it is probable that of these only 


a small percentage will be found to 


be in violation of the law.” 


ALWAYS 
THE LEADER 


WJR’s new broadcasting antenna soars 720 


G. A. RICHARDS 
President 


The leader may not stand still. 
the leader, WJR takes another stirring step 
forward in the broadcasting industry. 


WJR 


THE GOODWILL STATION 
DETROIT 


feet into the sky. This powerful transmitter 
brings reception to the height of perfection 
in the Michigan-Ohio area. 


Always 


CLEARED CHANNEL 
Affiliated with N.B.C. Blue Network 


it 
ti 
ti 


p 
b 


p 


The statement explains that when 


programs are fuund to contain false 
and misleading statements, the sta- 
tions over which they were broad- 
cast are communicated with, 
that, generally speaking, “the broad- 
casting companies and stations are 
taking the necessary steps to elimi- 
nate 
| bring 
Ww 


and 


all objectionable matter and 
their advertising programs 

ithin the law.” 

On July 30, the commission says, 
advised all broadcasting _ sta- 

ons that transmittal to it of adver- 

sing continuities “might be discon- 


tinued until further notice,” but that 
somewhat later 
again require that such programs be 
submitted for another check-up.” 
is made clear that “no letter of dis- 
continuance 
works 


“the commission will 
It 


was sent to the net- 
or the transcription com- 
anies, and their programs are still 
eing received.” 

The commission took occasion to 
raise the networks and the stations 


for their cooperation in submitting | 
continuities, and revealed that all | 


750 KILOCYCLES 


of the stations in the country, with 
the exception of five in Alaska and 
Hawaii, have submitted programs. 


Hilton Joins Sapolin; 
to Feature Field Work 


Homer Hilton has been appointed 


|general sales manager of the Sapolin a 
Company, manufacturer of paint : 
products and specialties, and will Say 
‘direct all sales and extension work Tags 
from coast to coast. Though the ex- 

ecutive offices are in New York, he 


plans to spend most of his time in 
the field with Sapolin sales repre- 
sentatives. 

Since 1919, Mr. Hilton has headed 
sales of nationally known firms. Re- 
cently he was in charge of Eastern 
sales of the Valentine Company and 
before that, directed sales for Bell 
& Howell Company and the Agfa- 
Ansco organization. 


Promotes Hungarian Wine 


L. D. Wertheimer Company, Inc., 
has been appointed to direct adver- 
tising of Danube Products, Inc., im- 
porter of Hungarian Wine Growers 
Association’s Tokay wines. 


LEO J. FITZPATRICK 
V. Pres. and Gen. Mor. 


ee a ea 725 nal ae i tS ty a heel Ra Se ee a ee mo ki vives GP) TP es itis FI r, 
xe 8 %s ie b fe se ee = es or hey a Oy " ike 5 Oe ee Sele , be * re ee i a Hoke - Sa of. or ue .- / ‘a! . "7 he. a 
Cs Sle Piles 4 i eR em 4 i AE z cso ee ce Mette Vi li Ss eR j | ee ‘ = 7 , ae a eee. A m > kvisiien 4 _ Cee od Wee _—-. > 
: tes a¥} eal ee ; ty fe = - = "i cd anes . , oe ge 7 k o = phot eek, aa ; ss ‘i. tee 
ae cle we : oa , { ‘ 4 t : <A ms . : . A PS ae 1 a ee ‘ * : ies R ar ete ‘ J Be a A 
4 ‘ sissy 
- ia Pe ee = ie? 
ee ne —— et coeers 
Say 
es a ae 
a 
: a 
ay ee _ 
| ; 
ete ea a 
; a 
j 
eee 
Q 
Po | = ‘ 
= 
g ee | ‘ 
ig a ; 
ls ¥ : 
Eis 
‘ | | - +e 
, | a || bo 9 » 
8 | eet ‘ 
’ | Po a | : 
fe a ae 
. ae 
Ps, ae ’ 
he ee 
ge ane ae . Se ae 
ee “i Rest ovens Page gS * fe ‘. o> A, $ J ares aS . R é e . " TSS ” ee 
of saa m ae a Se ; mtg : ee Tee ‘ i - ~ = SA et rte : a ot Se Pie & a x ‘i 
" ee eS «aa RRO Sen Sa ha am eh ss Be ane, v4 ¢ ek dee ea y , ay, ¥ 
#3 . wah PNP a Poumon eid Amn ST a ae ee gets yng “9 ae : . : + , Ne 
WS oe he eee SRS Rate too) Sa an ees oe — Seca — 
, a +h < ¢ eg 5 ay ee ae Ss Tite ee es . aA =: tet: M rm a . . + ( Scere: 
* a oy eg 7 4 rhe comes ~ yr eet ” Pains Seat + Se rt: 
i aie ot 5 las ay See pas Ri eS Oe ae ’ 
a foo ae Ree aie ae ae : : gees 
CK oS: Ske Sonne eg wee” nt ee ee a 
Bin OSS iar gle ara _* . —  . 
oe 4 eee Se rape + ey sink 2 err am ea “- w , ; - , es oe 
% o” ee Oe oe a pgs 2 " Pree re 4 y % " " $ er 
ses ee. Mann: Somer SE a — Se. on Soars 
R ¢ Se ee ae STS eae vty We rae yy a ‘ % *. si aed 4 - oe ae ee? 
: oat ee oy Peer by bags “geet hes ae "ies . : * | , ta adi. 
use Been <p df ce RN ee ees: “= OS ee. Se or Ss . ; ; ' ; = “es ate es 
ot ea la ns ais PT sega ee ae Meta rte see . : oe = P r wots . A B 
ark ee Gey ea pe poise pa a eae a “oe ee ; ‘ ; = op ie ; 
Re te ‘ Si eR -y ope Bs Poesy. aie? ee bs eS J : . at aS See . 3a i 
ove ae a a ee pad ng ga Ro Po OTe B : al 2 eae 4 3 
the or. ew neat ee Re int 2 a emer A eg . ; : ss ‘ * : a ot = ’ 4 cau 
Aa See Sr, i aah ese Ga Paes 4 pe iF aR oe ae Ws heey be PES Neo) 4 ; : “> ee - ae 
te aS ke bes ae es re ee : ei 7 a ee : sched ee > . == aS Pay Ci =, Fea 
i cee “Sk Sint Coeeeegr ee ee eS a ie ie aa ; > a . 3 2%) a 
, SS ee EE a ROS eh hi aad ~ Bio Repeat - - 
iv a= ee we | oF oe | ; 2 e 
ave . <a ; mee ty a ae 2. Pia ia 
ee Se Oe se Rees ARR S 24. «3 ee, : : qaent ; ae, 
st peas SC eee . ae —<- se : <s saat es z Spates? 
ES, ot ae ‘ —S +g ‘ ; es. eS wet 
bilt sepia.) : SS — _ 
Pe ae ae ae ee E : ; . ‘ a at es 4 5 
oe ' ae oie oes aaa * z P “I : 2 f - Ser eee i 
yout i Bae oe ‘ oe re a -, 4 ; r ‘= . Be sx ae: ‘oc, a 
ae ae a xs oe oS ag Sa igs eS ie ’ ny , ile ere 
he’s re Ps hoe : a * ba aie 
Tes yee ee a t oe ‘ . * Spit Cat ce 
yest ie ; piel. ea ; 3 ae. 
Sie SORE oS ad é : ‘ . he : : ee i ae : 
Be se, . ‘ ‘ a ne ec 4 
ee ar on oe ’ } + ae 9 : °- a s 
res ot ae ae meh pe ar Z ' : . - . os A oud 
FF oa eae . . | ’ ee g ; 
by oe i ta Se i: 
’ ON a a . 7 Ay Re RS je 
are FRE a : | : uy i : ot ee “i 
al ij — > 
' eee ; . ae SS 2) Sa oe - 
° ee ! ‘ — oe ee ihe’ ta “ ee 
ee . ee i bd 
‘ago +e : . = ” ee Sn ee : s : ag rome or oie FOE te See 
: , ‘ a ; a ae ey ee i Se ae ae giz 
‘ [nabs » ty ate Oe 5 tree Af 22 Nee Ca 5a a ale ae 
He * 1 / § oot ss 9 eg a i. Stay i ssf ne aps pt Me 
’ q Ee . baa oo 3. Se eh fein en apie P 9 
he's f 7 Sache ; its Mee pA yee >a Soe. — 
i oe Gi aa ae <p RSE eis Bi 4 
> wits a yt ea Bs lr Cee 65" SG aac . a ae ee es 
‘ eck : : ‘ ; : ee Beet So ei peat caetae es epee. Beye See Pap 3 rt 
ay Fo od > a J gt SE oes +99 av ere nie te 2 “ ie : 3 Cae 
yart: : i > beta od ee x en: EL ea SS ees: gar og = a 5a) eee eA “4 ap 
I . » ea a Gap wet te 4s Een OSs, Re “* eee s mee vale 55 J ; 
ot Za , 2 a i? ae ee eat Oe dai 5 ha Mig ae, oe BG 7 ee a 
: hes f — ‘S : 4 eS coe Se Rae eee eae Sit sees Si a ri 
ising a oe md i nee YA SOE ESS “Se =e oe Oe 
even = ig % th: tice : CS ee j | EE SPE IR ce Fay ro es. 
a Las ‘ te BR in HN ‘ este eA . l es ke > 5 
; ' 5 ‘ ae ee eg re «og ee tas teas Se eek 
fihiag , eget f a eee ' ‘ee ya gs ie 5 i a a rr ie ast a 
: H e os eal , ee Se ‘ : : x yaa eee Ppa i Seta te 
first : rat) Bere gees tee ee Ska Pe Silla ie wats 8 “Se ee 
al Re ‘ F ee Sn en Sco Same Re : eee ae 2 Ay ay nn ces 
ne SN ; bit ees ; oe. ‘ : 
. . H ; *s hg , — oe 0 : < : RS So fy en 
ofes } ‘ cll ; de fs See § #56 a pg aaa ea? Nor Riese es [ ee 
imed a ee x yy a ae Tae ae ee ee ee EO SS aa i — 
Wis eyes tenn * Te or re K Pie's Ey say ne Bi rie: Sto is Big eis eee a toon 
eae bes ae co od ey : BS : day sg” Nes ae Sa | sam See Fay ei tee 
Saree ES tase aad } o see at ae ee Se oe ae : : 
fy “eg Bis 2 pate OY, DY ge Ree eat oa tee : vA oie: bd : 
ae Be Bi ‘ § —s Bp : 5 yess Le rie’ 5 ae, Bo ‘ 
pend spoked Es . a a= ee we Re ace ios 
al Rn ee gc ee a a bay ¥ ae nth a 
os SS anes i * ‘ine eal tl ne ” tenth ical 
eR as ; Bee en wee ‘i eS ae ew ee: 
- es, Sey tap 28 ' 4 ee Sale eins. a e , wi a “e oe 
—— : ie ge +f Pe ioe PTGS. eh ST oe Pee eS =, PR Be eee eee ee Ry A ae 
SM re Spee Soe ‘ eS SE ig Meee i Sree a tee eS ee. 
SE Sie RS OY SER ae (ye ag eae aie OG rae a re ak aR eee a er eel Sy ae ae 
“2 eae POL e Bae oa : Patt ere ny ee we a ES ak re ae a 
te EET eg ide oR <a ¢ vs, pod te uae he, Pane ae? Ws: oe He Oy ae Sie ts uteri eS = 
f ae 4 See ee vs ae are it Bs Pas Cea Ma wo calle Ree on ae Sa ms eo TOES oat Oa Be 
ee SS ae . Ge. cee Bagge wees ~ as aa She ae Oe ceok te ig eS eas ie coe : a 
BS a ae te Sw di Oe ee CE aS AR ee Pee eee ae ey = PRR Le AR en 
i So eats sprees Se: oe Pee emt ce Sa OS ye - aa 
f - One; ent I Ge ES ee a rr piace te 5)? ae 
: oe ee a P Au " iret sa <i Seager Pt a P ' ei 
oe ee < ar ‘ee of RAT age Be Ne a . 
es Seen ee Ee ee ae . ce ee KSPORS io Sa ; ho] a a 
ec me ae ee 0 GER Das age _ 
i ' "ee oe oe hii e : oe ln +7 a is * ’ oo 
ee <i * Fs i ty = $s 2 eget 4 en Pras — i 
Bes ae e ed | * 2 tee c. et ee «+ RS c= “ ae. 
: a Ne pie ‘ 1-4 > eis 2 tee" x hee = cis ae ee = ee ne 
| Tae a Rs Z i) i ee Sr rere a rts » See a ae F | ll 
one /¥ : : “<<, ie Hg ep ‘ ee ’ “ae 
eee ae a4 \ ‘ a ~ a ? Wie sens toss” Fas (53h 7 ° oak ee ‘on 
se yo A nf oe a ‘ ea ee ge ee A ne eee Mer 
ee ae / ; ge ee & My 3 Re “A! eR Alas iia aaa Sater 
; ee / ‘ ; te ee ape ee re Be: io a. ye eS ea er % 
% eS nosh 5 2 eee Pd ! ‘ ees ieee oy he: ee gee Sere : . 
Be 2 a | eaten age aye ae | 2 Bey Cs Figs oi - A gees 2 ; > ee. ; 
Seo ee Si ear 2 — RN Me he eo eee Satie a ce eae 2:5 ¢eiaemS Ellr f i RO, ag oe wer. a he 
be SR ee, te Ree ee NN ae Be ee aegis a. 
bv Ba ae se ae i ni HA Sox Mee ee habe Steg ; the 3 Fl ee , Si 
et nad eR Ban ee § : race eg see M pr bs chat Lie Lee : ee Be ie Pe a bee eka” Peay 4 ja 
gl Se Wie ee” eee hip oo arte Boric seat tae ee , oihenen oS A * Se eee eae — 
a < “at a Pere oR ee oe eae Sere GST god aS es Bass j y ie ash in Ne ie : iS ae 2 ee oe FS be ie = "ee 
RR fC OES aa mem et ..  R EaL e  e e Z tC ' wie aes SS Ligh gk NERA ik, lata eae ae aa ee ae | - om 
a cee ga Cees NA Be he SONS gS le ek he 2 
. niece taal Raia mania oa eo aes Bui a > oo a eae ae ee ee 3 Be OO ee ee a tne ee “re 
el a ee ee... OR < 
y RN. : Se By PRS i alee ee : F Se Se eee < Nig’, a ages 4 a Hee Bi Se ee Eres ME oP gga ey oe so. ae com 
| Bi Sea teeies Ser ere me hed Peis ll ko Chg ee Mee et, See ; ES ie : % mee ination. MSs cat oe ae ee ss 
ee ne gan mee . one hc ae LOE EGO SIE a Re a Ce SD” a See Ee fe ee td, Ce <3 “eS Ne Pee oe kg Sy “= 
ae kL eee Pe ee eee gt eR, ay Sa + SM por NS ols ae oe BEE Dec ge ee 
oe ak es vg are a eee” sae ot, wa ee: "ehh cge beri ona ® IE An aR SY 9 ok BO age, eae Ae re ee i > heen Sy ee exes gg Rea oie. Bd pee 
Rp eed 9 i eS Pg Sen oe AES Rises aie a Oe is Se ge fee, oo ea “ae eS ‘ PP gs ae oe kt eal gt ae Tele stg ape z \ 
Bee ete ee SY “ ; i ee bot See SUR + aa 5, SONAR eS & Ri | i SR oT ae eae 
ee ee Us ease take ee ae rae ete rt sro ee aaaee . ; MMe i Fe OE ease ae”, Ae es Te ; 3a eS eee 3 
ee Ree oe hee ive Pe iat i. eee OS aS hn m : : Sh Bi aed fe ne 2 Ps Sees @ ita sissies al ck Pes Fe 2 i a, : 
eee i See Ma A Se Ry Bx ode Be ge oa ob ge ae ing ios ee ee a shoes ae ita: See wes , eae. Ea. cP as soe f F 
Be ans wae ke ie te Sy Age + eg ~ ese Se Seay HE F Ese o1 — pe ey Be mer ae & 3 . ooh aa es . 2 Oe es oe ea Si 
ee bee a ORS Ae i AN Os dalieg i eaere ‘ Ss ae Sn! a yds ae ee Zz Pe gig, Oh ag gt SEs Ce F Ae i ee, a. ee eS a “ae 
Cyd ae, homers pe Ricmae Ge ee ee. eg 8 ; Rg A 2 a te Re gh ON alae Oe Pe te ¥ 
WS 3. ee . ag ok Ck e yalererace NS * eet kore = Pe 4 os wr eee oe ak 2 * eee % te ee ee r FEE Paseo sai w poe Se ‘ ¥ 
Beery ean Ae 57 lg ae OS ie ete Motegi nce Ohi y WE SIRE Sac iE pap metamar e GRE RA Oe” iat aoe ee 
a gO AEE SRE RI See eM alg ae mae SP. etme. a. 37 PS oe i. eee eer EES Se eS ee lat Pivge Mage Nt Ne Oe, Mate 8 PLO Gg oe Te ee a j 
| “ Sie 5p tee i: Se ie me ig 3 Begs! 2 de it Slept a aN IPSS oo, Ne aa SI Se eaters os Smee = 
oe co +3 f; mG Sie kek et, ee ne a eae eS ST chi 4 Re ee Poe Pe eg Pe roe i, Oe Sen Ae ci ate hoa i all a aa BY ~ el 
|_| a we Gia Se ee & \ eae oa a f . ‘ : Peet tae ‘ ? ¥ Cee AL # lta” tae . i Eten y cm x gts Pa es er he oe ir i a Bits 
Co ate PRM Fecae  ~ Qogen Se Sad Reg? i” oe ea ee eee ee mA : Pin ater eee ee Z eS ger aaa iy ra ger + ee 2 
BE RR eS an Reeeregiag: 1! f earns, gk eta ale a aed Tg ae? ies ued er, Ree Set! es te pate moors eee ; 
. ee ee cas Gre ae = See ee ee at hee ; eee Gig ee SO: Se ame ee Bk oe Sane > 
% 2 oh, Pee at ae TE Ny re ; na ees Dea Bea Re eee .o ke apt by un _ 
, ¥ ES ee See or tte he 26 ee Bee ap oh ae ha Se Se, he ae 2 , Me fe SS Rios 2 eae ae ae ad : 
. 3 as + : ta ae ra ial pA. ° + me 7 xis Pad ts J é bee See fe a ee ey 4 é 3 ay 'e ee, oP EY, és N RA . 
ys Link GO ») i SRR a eee eS Ris ee oe ss De 5 Weeder ae Ren ee cna ee Crh eS Cages ts ae Ag gee £ 
on i i =f ; Paks ah es tet a : ae ae ee oP ath ee eee | ee ot a ee eee eS Pye ae eS, Cet eRe! 
am willl ) £4 a eae ig Boe ie eee Bee sy aol a a, a * ees ae sag weet bas, 5 hte | Ector ty.” oR ont ae Wie ae eee < : acca! aah be? Re = eid 
ra Fd a ge z > Siac ; co nae Bi i, ee ser Win to Ree SMES Ec gis. TE gt Ue oes. gisele “igs ce. Stale a See a i 
9 ne [tl ge Bie ae ea A a MNS ea eS eae SO ot een © ay a Oe ee as eather oS Riemer  P 4 
\ p- ; ie ii ane Re te hahha ch hea RB haga rh ; ae ogee ‘a * Oe payer hs : oes, be} a: ene Tee ¥2 Lo ella CE TE iy Sie Bee Mie Se A pitt ie cena Dad oe ee nx 4 
K aa ie o” ee Soc Se cies ee oe: a aes ee Seay ee Wine a Pie ati age 4 - eet ee oo Sige See eRe Oe ao he ne oF nic care a 2 eh eee ite 4 
. 4 ie fe ie : = y 3 : ~<aan a a Bee aa : 2 te Bey Se Big Ses oe CAT ia PS Pe Oe . wr RN . Ee) ri ps ae i ene i! Re — 
—_— aha KJ - er, ae “hail e ee EO Se RS hie ce) J yee eee i > eS NS) Mh a es : 
wicuii a» PH TASS‘ ; = 4 FF aaa SONS gp IES re ee, aera > Gk oe he ie Re ts ES or ee 
i A %/ f oP ho : eye : 2% ee ing - rate ee Bae = 5 ese i f ane “ So Ves om 2 eee ‘3 H, as i si rei aes nies SEM 
{ / f a i WES ; 7 a OR eae 8] en We sae ‘s { : ent 4 ‘i Ay,” lr ge ie ea reg BF 
/ 41g c aS \ 7 * 3 7 ees | Pe: ae ees aE Ls 4 
wry . sO SAS ° 3 “', . 4 a ree - wT - Pe ae oe A aaa. “aR Z 
| A ~~ aT i il ’ ' cae Ce Kc ie ae a it ¥ 
— fy} on 7 . o£ ‘ _ : 
=< ao, 'N THE | | 7 are ee be _ 4 
' pe Lea le hg ; : re is : ; a ra : : 
| (YT ASI NEW > - | as fa - 4 et Mek LE . Oar ee ee a a 
f 3 y “. q ai 4 . oy | i ; ; aa Foe am ae AID + ee: 5 
bh y/e iS rene ees SOE pe Ete wee a 2d mm 7 om ~Feaaee re A , ae r= : —es Say’. 4 
k 4 a a as ee - cy es : ‘ ® ‘ 4 - — p~ ob oe an iene 
Jucts ne Let SE Ra ee , ” atl o neliee maa FoF oe anne tice er RS : 
a Pre. am walt 2 e they: Rn a On |< Se ae a : Tn ‘ 
} .* + vie 2 ; . a: “jet SaeR 
» & | ria » os eo “s 7 eS, , - < 
il. § _ : Rat: Yi se FES “else * abe as P A & a 24 j 
ee Asti Bee Coe eS . 3 co 
at > pte an Ale Seg SS i am SS ; 
Mn ee = r, eer: ae oe i —* fay. £ ae : ; 
? de eg RE Sa seaaets thet EO, FE OE pre ary ih ae a Sy : 
z Pe ~ ais > eT Se ONS GG 2: PE ae as SE Goig ies Os ae. , 
ate a. ae Ae 3 * . ens +>? RRS LS eat a SOF BIE On GY eT gts Oe A eek hs | ae > & IPG } .. > ta a - i. = 3A % an 
————— B"-- Pe ae Be en on, ec i Oe ae ARS me gat RRA £ eae ye PN sal Se 2h az Ke. “ + ft a Te es S 
- : wie ee, : ‘ o - OS . “ a ee: s be ey 
4 a Mew or > 
: Sp hea 
2, a 
er ye a! ba 
: iy Le pe ee) “i be. oe Apes 
Te a ay poise.» as en hy st ar a ; z ms = a £ pees iii et aha ER meee, -2 es pet ~ Li. of ha re a ee a oa iy, = wm ey sl as NI Sc, He ea sas s ee 5 f é Tod fa PO Ps Vo tse: }* * + ns ie oii ro ; . #5: ne ie be ie 
DBE 2 i TA eer ae oe 5 Cee Se a ey Cae eS Se RAiN ahh, tee h cy oi 8 a ee AR ea: Gon alls eR ete aed eta ade ae Acme oa 8 hata aaa! ali Ti Ng RO Bett <5" co ee Re oc eg SMIENMG an a iNer an ae 4 > OR Maman 5 
oe ea ee Ss ee Weta o> > Og ae Pe eee Nw. ae tape) Seam RE geek ra. | cea anes er ee cy) ce Gta rene het SRN a a Hs joe A See mF oS pe ge ES ee ale gee is heme eae ee oes = ee meas Oe oe 
Pa AAABO Sritimcre ne ts << eileen ante Re 8 Re RC SEI I OR Gs CRs SIRE ORNGD Ee okie) ORR AON Aimee Seite EWR Ry eRe? Gets (<= Se Re by We oT Ot saeco es ot a8 
: OTe 3 pelea ; ro Raw a a < 4 me Wy er, a hee ig SV hea or Sl 2 ag fe Bal Fete Pe Sue Ty 


30 


ADVERTISING AGE 


September 15, 19), 


Prest O’Meat 
Makes Bid for 
Dog Food Field 


Detroit, Mich., Sept. 13.—A sensa- 
tional entry into this market was 
made this week by a new dog bis- 
cuit, Prest O’Meat, manufactured by 
Fanciers Foods, Inc., Chicago. Using 
800-line space in local newspapers, 
the company offered absolutely free 
samples to any dog owner who would 
fill in the attached coupon and pre- 
sent it to his grocer or druggist. 


The sample offered is the five-cent | said to be the only one in the field. | 


unit, one of the three regular pack- 
ages embraced in the Prest O’Meat 
line. Other prices are ten and 25 
cents. The coupons were redeemed 
by the Chicago company so that 
each dealer obtained his full profit. 

Backing the sample offer were 
some unusual claims of healthfulness 
and economy. Copy asserted that 
Prest O’Meat is utterly unlike canned 
|foods or biscuits, supplying all food 
| properties essential to well-being. It 
also made the statement that one 
| five-cent package of Prest O’Meat is 
equal to an average ten-cent can of 
dog food because of reduction of 
|water content to seven per cent. 
| This explains the five-cent package, 


| kets. 


R. A. Simmonds, who formerly | 
operated dog kennels in the East, is 
head of the Chicago company, which 
plans shortly to enter other mar- 
Frederick & Mitchell are plac- 
ing the advertising. 


Joins Aitkin-Kynett 
Robert W. Clark, former apparatus 
advertising manager of the Westing- 
house Electric & Mfg. Company, has 
joined the staff of the Aitkin-Kynett 

Company, Philadelphia agency. 


Ferry’s New Post 


Lee Ferry, son of the late Wallace 


| Ferry-Hanly 


J. Ferry, one of the founders of the 
Advertising Company, 
Kansas City, Mo., has joined the 
client service staff of the agency. 


BILLIONS OF DOLLARS 


NOW 


is the time to 


Shift Sales Fronts ! 


Increased farm incomes make a 
new selling and advertising picture. 


Farm income is up 29.39% over 1933 as of August Ist, 


1934. 


Since then, prices on farm products have gone 


steadily upward. Hog prices (to the farmer) have more 


than doubled in the last 60 days. 


You know what your 


butcher charges for a pork roast! Butter is up. Poultry 
and eggs are up. Farming is getting back on a dividend 


paying basis . 


Farm families will be your best 


customers this fall and winter and until city incomes rise 


proportionatel 


y. 


Advertising to farm women is the logical sales effort to 
make now—and a quick start now will give a tremendous 


advantage. 


Write for details on the situation. 


THE FARMER'S WIF 


He 


LUGMAND 


mag agine 


aad cuoken ? 


Over a Million Copies a Month 


The only magazine published exclusively for farm women! 


New York 
405 Lexington Ave. 


St. Paul 
Minnesota 


Chicago 
307 N. Michigan Ave. 


MUSSELMAN SEES 
PUBLISHERS CODE 
AS INEFFECTIVE 


Chicago, Sept. 11.—Less than 1,900 
of the 3,300 papers requested to file 
data regarding rates, advertising 
policies, etc., with the Periodical 
Publishers Institute, code authority 
for the periodical publishing and 
printing code, have done so, i ae 
Musselman, president of the Chilton 
Company, Philadelphia, told the first 
fall meeting of the Dotted Line Club 
yesterday. 

Judged by the rate at which this 
primary evidence of code compli- 
ance is being received, it is extreme- 
iy doubtful that the periodical pub- 
lishing code will ever attain full 
force and effect, Mr. Musselman 
said. 

Kk. T. Howson, Simmons-Board- 
man Publishing Company, president 
of the Associated Business Papers, 
and D. J. Hansen, Domestic Engi- 
neering, western member of the 
code authority, talked on various 
phases of the code which regulate 
the presentation used by salesmen 
in their work, explaining many 
questions in detail. 

In referring to codes in general, 
Mr. Musselman pointed out that 
their success is wholly dependent 
upon their enforcement and likened 
the probability of successful code 
enforcement to the success’ with 
which the prohibition law was ad- 
ministered, which suggests that men 
cannot be made honest by legisla- 
tion. “The moral standard in busi- 
ness might be raised through a be- 
lief in the NRA,” he said, “but we, 
nevertheless, must be practical 
enough to realize that there are not 
sufficient enforcement agencies to 
scrutinize the activities of all those 
who are subject to the code.” 


Better Publishers File 


The data that has been filed with 
the code authority for the periodical 
publishing industry has come from 
the better publishers, Mr. Mussel- 
man pointed out, and while this is 
encouraging in one sense, it is un- 
fortunately true that most of the 
evils in the industry can be attrib- 
uted to the majority of those pub- 
lishers who have not manifested an 
interest in the code. 

“The question, ‘What Are We Fac- 
ing Under the Code,’ is exceedingly 
difficult to answer,” he = asserted, 
“until such a time as the Periodical 
Publishers Institute has determined 
three things: Can the membership 
be made all-inclusive? Can its mem- 


One Minute 


A ROGER 


$4 Double. SUITES FROM $5 Daily OR $115 by the M 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


= 
GENERAL SALE 


Colgate <" GOODSE: 


SONOM 


REDUCED PRic 


ee eens me 5 me we 


| _ 
: - 


One of the newspaper advertise, 
ments featuring a general Co) 
gate-Palmolive sale which is ap. 
pearing in cities where a sufficien 
number of dealers can be lined 
up to make the event worth while. 


bers be convinced that the code js 
a reality and will be enforced? (ay 
it actually be enforced? In view ¢ 
what has taken place in many othe 
industries, and the fiasco of the pro 
hibition law, it would appear tha 
enforcement is too large a task fo 
successful performance. 


“If this is the case, is it not bette 
for publishers to realize that the 
code has not relieved them of yp: 
fair, unethical and, at times, di 


honest competition; and that the 


will therefore have to continue thei 


battles 
lines?” 


along standard econoii 


Hotel’s Guests Get 


New Class Magazine 


The Waldorf Astoria Magazine 
weekly publication circulated 
rooms of the Waldorf-Astoria Hot 
New York, and homes of its guest 
has been started by Martha Houst 
Publications, Inc. 

Advertising will be limited to a 
product of a kind, barring compet 
tion within its pages, and inducing 
it is thought, more active buying re 
sponse. 

Letitia Chaffee, for some yeal 
with the Chicago Tribune and no 


editor-in-chief of Martha Houstol 
Publications, directs the editorial 
staff. 


Brochure on Range 


A new brochure, between goliel 
covers and employing numerous 
illustrations, introduces the Generil 
Electric Imperial range. The book 
let plays up the range by showil 
gay dining and living room scenes 4 
well as the usual description of | 
electric unit in its proper setting. 


152 AGENCIES 


Agency men (and women), publishers’ represen! 
tives, publishers, 
raphers are finding that the Hotel Winthrop hes 
large pleasant rooms, an atmosphere of peac® 
and a staff that really enjoys making guests happy: 


printers, engravers and typos 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single. 


onth 


SMITH HOTEF 
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IVERTISING. OF 
Gf FLORIDA FRUITS) 
WAITS ON CODE 


vew York, Sept. 13.—Whether Flor- 
" citrus growers and shippers will 
ivertise the present crop is a mat- 
~~ as of immediate concern to them 
~* + the answer will not be forth- 
- ming until Washington officials an 
ynce their decision following an 
vestigation and code hearings. In 
ye meantime, anxiety is reportec 
«pning high, inasmuch as Texas 
rus interests are expected to enter 
» Eastern market with a campaign 
ery soon, and may beat the delayed 
Floridans. 

The expectation is that a levy of 


rtise. ree cents a box for advertising pur. 
| Co. seg may be made on Florida citrus. 
$ a Brno crop is estimated over 20,000,000 
cient yes, and at this rate the fund avail- 
lined HM.ylc for advertising would be $600,- 
while, fim! 
inability of the Florida shippers 
nd growers to come together on 
re’ “Baie matters has caught them more 
jew omer less ina lurch. California, Texas 
; i Porto Rico growers all have 
y other ‘heir own codes. Florida factions 
he a uid not agree, however, the De- 
a i mrtment of Agriculture finally step- 
ask for ping in to try to bring the opposing 
... Bioups together. Investigators were 
7 sent to the state and hearings were 
of a held. The growers and shippers ex- 
* ad pended considerable energy in draw: 
Bg up elaborate briefs, which Wash 
tthe ston is now trying to digest. 
le theiq If the federal authorities decide tc 
ONO cept the three cent advertising 
proposal, a paradox will become ap 
jarent, inasmuch as the Secretary of 
Jericulture is presumably opposed 
azine 10 advertising. 
— Would Control Advertising 
— A control committee set up by t! 
guesifmpopartment of Agriculture would 
Houst charge of the advertising 
livre is considerable question as 
| to _ what its advertising progran 
aa sit be, for the outlook is that i 
ving | vould be a political group which has 
: ld no hand in any of the previou; 
e yeal ertising ventures of various Flor- 
nd now citrus groups, including the Flor- 
Houstil Citrus Advertising Corporation, 
editor se expenditure of $40,000 last 
ig when the grapefruit crop, 
raly to fall from the trees inta a 
ge ‘lressed market, benefited from a 
goldea@rrice increase of some 40 cents a 
ous £ ton 2,000,000 boxes in this emer- 
GeneMcncy advertising effort. 
an This group, too, is sitting by, walt- 
cenes 3 lg to see what the political devel- 
n of t lent will be and to help if neces- 
tting. “ty. Its advertising counselor Is 


“theth Goode, New York. 

ne of the chief causes of the de- 
«l code and advertising plans in 
Florida citrus industry is dis 

‘eement between shipper and 

‘Wer, The former receives about 

“cents a box for fruit handled, and 
offers no guarantee of any sort. 


— 


Many Thanks 
Ralph HH. Jones Co. 


| We'll keep right on 


meriting your 


senta- work 
ypos- 
yp has e 

e, 1 ‘ 
i PHOTOSTATS 
appy: 


oe \APID COPY SERVICE 


New York mye 3-3680 
For All Branches 

Cleveland: Main 9335 

Chicaes ie 6013-4 
State 5980-1 


The grower receives only about 50 
cents. 

Some of the growers and shippers 
are anxious to see the three cent 
levy go into effect. In that case they 
would be willing to spend a few 
more cents per box to improve the 
market for their own produce. 


Johns-Manville on Air 


Floyd Gibbons, radio and newspa- 
per correspondent, who covered the 
war on the depression for the Johns- 
Manville Corporation in a series of 
broadcasts last year, returned to the 
air for that company Sept. 15 at 7:45 
EDST, using an NBC-WEAF net- 
work. 


Acquires Salem Glass 


The Salem Glass Works, Salem, 
N. J., has become a subsidiary of 
the Anchor Cap Corporation. 


examine two things: 


$2.00 bookstore value. 


responsive. 


alone in one-sex media. 


general monthly magazine. 


1. Redbook’s editorial policy. 

2. Redbook’s advertisers. 
Take the first. Redbook is edited for 
people who can afford to pay 25c 
for the newest writings of first-rank 
authors. Extra feature of Redbook: a 


book-length novel every month, a 


The second clue is Redbook’s lead 
over other monthly general maga- 
zines in transatlantic travel adver- 
tising, private school and camp ad- 
vertising. These examples prove 
Redbook readers’ spending habits 
and buying power. Again: look at the 
number of keyed advertisements 


in Redbook. Redbook readers are 


The cost? You get double reader- 
ship in Redbook—men and women 
—for less than you pay to reach men 


REDBOOK READERS TRAVEL. More adver- 
tising was placed in Redbook on transat- 
lantic travel in 1933 than in any other 


$4,401 1S THE AVERAGE income of Red- 
book readers—40% above the average. Yet 
Redbook’s rates ($2.08 per thousand) com- 
pare favorably with mass magazines. 


Club to Lend 
Helping Hand 


to Youngsters 


Atlanta, Ga., Sept. 13.—To lend its 
assistance to young applicants for 
advertising work and to insure new 
blood for the field, the Atlanta Ad- 
vertising Club has appointed a new 
permanent committee. The idea was 
submitted by Bruce Moran, of the 
Fitzgerald Advertising Company. 

In a round-table discussion of the 
plan, several testified to the need for 
extending a helping hand to would- 
be advertising men, both for their 
sake and that of advertising. 

One agency man asserted that in 
a single month, 51 young men and 


women had come to him for advice 
as to how they could get a foot- 
hold in advertising. Another as- 
serted that no single organization 
could spare the time to make scien- 
tific selections of personnel, no mat- 
ter how dire the need. 


The club committee will attempt 
to appraise the ability of applicants. 
Those who have no aptitude will be 
weeded out; those who need more 
training will be told to get it; and 
others who seem ready for actual 
experience will be recommended to 
members. 


To “Register & Tribune” 


John W. Moffett, former editor and 
publisher of the Eldora, Ia., Herald 
Ledger, has joined the national ad- 


THEY ARE WEALTHY ENOUGH to afford 
camps and private schools for their chil- 
dren. Redbook’s lead in this classification 
(where enrollments are traceable) is proof. 


EACH MONTH A BOOK-LENGTH NOVEL by a 
A $2.00 bookstore value, over 50,000 words, is printed on special paper and bound in with 
the magazine. Among them you will see Book-of-the-Month selections, best sellers, novels 
that make publishing history! And Redbook readers saw them first! 


vertising department of the Des 
Moines Register & Tribune. 


ing | 


Name 


Ea 


iL COUPON for 


Please send 
Oc. to cover the cost © 


Roberts Names Gray 

A. C. Roberts, Kimberton, Pa., 
maker of sausage, scrapple, and 
other pork products, has placed his 
advertising account with Jerome B. 
Gray & Co., Philadelphia. The agency 
has also been appointed by Vogel- 
Ritt, Inc., exterminator. 


Sherwin-Williams 
Is A. N. A. Member 
The 


Sherwin-Williams Company, 
| Cleveland, has been elected to mem- 
bership in the Association of Na- 
|'tional Advertisers, and will be rep- 
‘resented there by C. M. Lemperly, 
|general manager of publicity. 

| New associate members of the 
| A. N. A. are F. M. Gunn, Acme White 
|Lead & Color Works, Detroit; R. E. 
| Mercer, Lowe Brothers Company, 
| Dayton; Cc. W. Curts, John Lucas & 
Co., Philadelphia; and H. F. Weckel, 
|the Martin-Senour Company, Chicago. 


WHO READS REDBOOK? 


7 DECIDE who reads Redbook 


TRIAL PACKAG 


i oki enclo 
mea trial-size package- lam 


f mailing. 


of keyed 


ween : 
‘ i ae ORE 


famous author is printed extra in Redbook. 


ADVERTISERS WHO KEY THEIR COPY re- 
peat in Redbook. Redbook earns its volume 


coupon advertising through its 


responsive able-to-buy readership. 
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ST LOUIS CLUB ship, when the meeting may be de] §T, LOUIS ADVERTISING CLUB GRAPHS PROGRAM FOR FOUR MONTHS 
voted to subjects representing the 
. club’s civic interests and public re- rey a |g ene peg py py eg ge come |_ on | Oe bees ee ee 
lations, such as “Shabby Gentility, " Stemee | Chenenes " faves Forsoat ONDAT | wesemeoar | Tuvnsoay MONDAY ; WEDNESDAY WEDNESDAY | Twvninay | 
Time for You to Go—National Hous-| [ |.) [=| |@ RSs nr = fseal Oe 
ing Act.” A “Choosing a Career Con- Tse” > = | =| =| A Sana 
ference,” which will invite the inter- =] = | == = = = a 
est of the young people of the city, sie | "| ale | a eS A Bd a ewe — 
PROGRAM PLAN will also occupy the general meet- = = = » = e 
ings, as well as social affairs of the ——— Bs -—— — | ct —— 
club including the annual gridiron| |-=> —F Gra ia = . —— ~— | 
dinner and the Christmas party. . _ | a os —— IE < — — 
. m. Louis, Mo., Sept. 13.—-Belecting a Graph of Meetings Ase 2S = =| Ng ~ a 
speaker to fit the program instead of | | 2 NOVEMBER 
building the weekly program to fit an| One who can speak from actual ex-| [@ pre | | OCTOBER}  |\am <A oe l 


available speaker is the keynote of 
advertising club meetings outlined 
for four months in advance at a joint 
meeting of the Advertising Club of 
St. Louis and the Women’s Advertis- 
ing Club at a luncheon meeting last 
week. 

Forty-eight tentative subjects were 
given for the art, agency, direct mail, 
industrial, radio and retail advertis- 
ing departmental meetings, in an In- 
terlocking system by which a meet- 
ing of each of these departments will 
strike Tuesday once every other 
month, that being the day of the gen- 
eral membership meeting of the club. 
On that day the departmental group 
represented will be responsible for 
the program. 

This will leave a sufficient number 
of general membership Tuesday meet- 
ings free from departmental sponsor- 
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THERES & RUMOR ) 
THAT THEY'RE GOING 
TO OFFER A 
BEETLEWARE 


perience in connection with the sub- 
ject on the schedule will be preferred 
as speaker, without regard to whether 
he or she may be oratorically en- 
dowed, or merely “plainly informa- 
tive.” “Home talent and club talent 
will form the backbone of the pro- 
gram, but whenever an expert away 
from home is easily available, he will 
be used,” the club paper declares. 
The plan is the individual contri- 
bution of Frank Hamilton, Von Hoff- 
man Press, president of the club. It 
is presented in graphic form in the 
current issue of the club’s paper. The 
graph gives the calendar for four 
months, for Mondays, Wednesdays 
and Thursdays, the departmental 
meeting dates, with a section in Ben 
Day superimposed as a strip across 
the dates and representing Tuesdays, 
showing the departmental group 


T'S a foregone conclusion today that a Beetleware premium 


means a successful sales drive. The way the trade grabbed 


up those General Mills, Ovaltine and General Foods deals is 


proof enough of that. 


No matter what your client's product, we have a premium 


that's a "natural" for it. Egg separators, dishes that make the 


kids eat their cereal, razor blade "banks" and oodles of others. 


All in Beetleware—that gay-colored, novel, neither-glass-china- 


nor-metal material that makes women reach for the change 


purse. 


Priced to delight the most economical advertiser. 


Most of these haven't yet been used by any food company. 


Send for our catalog with its dozens of unique suggestions. 


Or, let our salesmen come up and show them to you. Or, if 


you wish, we'll make up your own idea. 


Beetlewa 


re 


BEETLEWARE CORPORATION 
30 Rockefeller Plaza, New York City 
A Unit of the American Cyanamid Company 


YOUR PROGRAM COMMITTEE HAS BEEN BUSY 


Sizth—The two Departmentals meeting on the same werk altern»», 


Although the purpose of a chart as # rule is to simplify and clarify ao set 
the weeks with one or two exeeptions. 


of facts and to make them quickly understandable, it is often necessary to 
attach a legend by way of aiding interpretation. This chart is no exception 
but it ia camly explaimed 


Here is a four months schedule of the topics tobe discussed be- 
fore the Club on Tuesdays and the various other meeting days of 
the various departmentals recently organised. 

RETAIL ADVERTISING TAKES THE LEAD. 


Sebjects have been chosen to which we will fit « speaker 
instead of choosing « spaker with his own subjet. 


Seventh—The subjects were chosen by a committer of 6x \«riene 
representing all the Departmentals, and may not of necessity b« 
The Departmental as it proceeds may make some changes im the schedui 
the subjects, but it is expected that they will hold generally 
for the first four months at least. Announcements wil) be me 
meeting naming the speaker or discussion leader 


Pirst—There are six departmentals—agency, art, direct mail, industrial, 
radio and retail 


© progres 


beta 
Second—Each departmental has its own meeting day — agency and art on re eae 


Monday, direct mail and industrial on Wednesday, radio and retail on Thars- 


day. Whether they meet at noon or evening is left to the Departmental Com Eighth—Four of the dates shown on the schedule do not blong to a 
mittee (as yet not all appointed) departmental. These are October 16th, planned for the ‘Che © 0 Com 
. Plans are now being made for a “Choosing » Career Conference” in St Conference”; October 30, set aside for co-operation with the po 
— tal tarn assumes responsibilty for a Tuesda: Loute under the direction of the Advertionng Club and the date of October : > al 
Lcegenitcase ecu - eh 7 rte ap reeset $o the ened hae deen tentatively eet aside for thie important civic event Active promotion of activity in support of the National Housing Act, November 25°). tantatiy 
o— a one of their subjeets that is most in e tre comsmonses September 5. The ° xX ghd Adver planned as the date for the Gridiron dinner, and December 18th. he probahy 
rebip at ler Weing Clu® can @e for Levis Hat te mere valuable ” e youre ‘ 
r = people decide what they want to be in life depends to a large extent date for our Annual Christmas Party 
On the chart the Toesday meeting dates and subjects are carried in the upen liking one ~ for one’s joo. = So ges Ss 2 many Ninth—It is planned that the entire Club membership will be sleparine 
shadow strip that runs trisngularly across the schedule BrieMy, the method of offering this aid le to have prominent men in various ally designated in accord with each member's special advertising interes: 


Fourth—To follow the schedule of each departmental it = only necessary 
to read down the vertical column under the departmental heading, taking in 
the Tuesday meeting where it crosses the vertical column 


Tenth—Speakers will be chosen well in advance for each 
will be chosen in accord with their known ability to handle the sohject » 
not necessarily because of a glamorous representation Home talent and (ys 
talent will form the backbone of the program, but wherever an expert » 
from home is easily available he will be used 


pl 
Further information will be published in the next fseve of the Weekly 


Pifth—Each departmental will have eight meetings in four months— 
six on their own meeting day and two Tuesday meetings in alternating months. 


Chart published in the current issue of "Advertising Club News” presenting the complete program of the 


which will sponsor the general mem- 
bership meeting on any given Tues- 
day of the period. 


Co-op Plan to 


General sales headquarters of 
Hiram Walker, Inc., have been moved A 
from Peoria, Ill., to Detroit, under 
the supervision of the newly ap- 
pointed general sales manager, James 
B. Melick. The move was made in 
order to bring sales activities closer 
to the home office at Walkerville. 


Advertise Air 
Shows Evolved L. B. Krick Appointed 
— L. B. Krick, who before joining 


New York, Sept. 13—To demon-|the McJunkin Advertising Company 
strate the value of a new plan for|® year ago was sales and advertising 
the cooperative advertising of radio|™@naser of the Citrus Products 


: Company, Chicago, has been appoint- 
network programs, Radio Announce- ed vice-president in charge of the 
ments, Inc., will stand treat next 


, premium department of McJunkin. 
week to all national advertisers eee ee 


sponsoring a network show, insert- 
ing at its own expense a 300-line 
newspaper advertisement in several 
cities listing and briefly describing 
sponsored chain offerings current on 
the day of publication. 

Starting Sept. 30, the cooperative 
directory advertisement will appear 
daily in 50 newspapers in the 30 lead- 
ing cities in which the three major 
chains have outlets on their basic 
networks, but will list only those pro- 
grams of advertisers subscribing to 
the service. Minimum space of 150 
lines has been contracted for. 


Magazine, “Letter;’ 


supplement published as a 
eight-page pamphlet fortnightly sing 
January and devoted exclusively { 
letters written to Time, along wit) 
editors’ replies, will be placed on, 
subscription basis beginning Oct. 1, 

The supplement was started as 4q 
means of saving from oblivion , 
great many letters which could no 
be published in the letters depart 
ment of Time, but were said to be 
“too good to throw away.” Sent free 
to all who asked for it, by midsum 
mer the supplement had a Circulation 
of 25,000 copies. 

On the new basis, Letters will con 
tinue to be related to Time's news 
columns, being actually written by 
its readers. Subscription price is 5) 
cents a year. 


Campbell Appointed 


Don Campbell, formerly western 
representative of the New York 
World and recently with Editor € 
Publisher, has been appointed East- 
ern representative of Chicago Down- Bee 
town Shopping News. Offices are at| joined the advertising staff of t 
551 Fifth Ave., New York. Rotarian, Chicago. 


One of the principal advantages of 


the program advertising plan, accord- 


ing to Franklin Baker, Jr., president 
| 


Joins “Rotarian” 
O’Sullivan, Detroit, ha 


of Radio Announcements, Inc., is 
that it is primarily an important edi- 
torial service, which will attract a a 
regular following of readers desiring ; 5 age ieee ONSO Pe OS ar ee i 
the program information. reaae es is ss 

The two-column layout is stand- 
ardized, with the head, “Network 
Headliners.” Programs are listed in 
chronological order. For quick, easy 
reference, the hour, title and station 
are shown in large type in the first 
three columns, while a brief descrip- 
tion of the program and the names 
of the advertiser and product ap- 
pear in smaller type in the fourth 
and fifth columns. All listings will 
occupy the same size of space. 

Newspapers have been chosen on 
the basis of value as an advertising 
medium and attitude toward radio 
editorially, with evening papers re- 
ceiving the preference. It is claimed 
that the list has a guaranteed net 
paid circulation totaling 7,250,000. 

Mr. Baker was formerly president 
of Franklin Baker Company, coco- 
nut packer, and is now a director of 
General Foods Corporation, as well 
as the proprietor of the new adver- 
tising venture. 


Bas 


‘When three advertisers 
make independent inves- 


tigations at the same time 


PS + och Sere 


and find one magazine 


the outstanding leader 


tht & 


205 E. 42nd St., New York City. 333 No. Michigan Ave., Chice9° 


Smith Transferred 
to Pacific Coast 


Harlan Smith, account executive 
with J. Walter Thompson Company. | 
has been transferred from the Chi- 
cago to the San Francisco office. 

Mr. Smith spent ten years with 
the Chicago branch, following two 
in the coast office tou which he now 
returns. 


New Sportsmen’s Paper 

The Chicago Bowler. a new weekly 
publication, will be published at 1838 
N. Halsted St., Chicago. Eli Whit- 


ney, formerly on the sports staff of 
the Chicago American, is editor. 


THE NATIONAL BREWERY MAGAZINE 
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yODERNIZATION 
WRIVE. GAINING 


| 
Bhyspapers Buy Homes for 
\ pS 
Hemonstration 
a nicago. Sept. 13.—With advertis- 
= . reporting remarkable responsive- 
on « to appeals to homeowners to 
ndernize newspapers in many parts 
te ‘he country have jumped into the 
tm na in behalf of the movement 
sa, ch followed closely on the heels 
m ‘the National Housing Act. The 
ies see a Chance both to perform 
i Blulic service and to secure wel- 
es we lineage by putting their 
iders to the wheel. 
the golland J. Hamilton, president, 
vrican Radiator and Standard 
-BB itary Corporation, New York, as- 
] red that replies to his company’s 
d vrtising have been from eight to 
ers times of normal. This remark- 
s anf™le indication of public interest fol- 
sinefwed insertion of a 1,000-line ad- 
ely tfrisement in 21 papers in 20 leading 
- with 
a , subsequent advertisement has 
ese Jed in about the same ratio, ac- 
ion gaging to Mr. Hamilton. The copy 
ld nots designed to interest heating con- 
lepartfmectors in selling modernization 
to bes, offering a kit of posters, ban- 
nt fre: and other advertising materials 
idsum i sje nominal price of one dollar. 
ulation i ' . 
e response has already exceeded 
ill cong: OF More than half of the total 
g new’ ted. 
mgd ty Remodels Three Homes 


There is every reason to believe,” 

Hamilton concluded, “that actual 
' s will correspondingly reflect the 
legree of interest shown by the 
and our dealers.” 
¢ Milwaukee Journal is giving 
:owners an object lesson of a 
“« for demonstration purposes. 
¢ structures will be improved 
by step, with the Journal print- 
frequent news stories and_ pic- 
Bshowing exactly how the reno- 
h was accomplished. 
lt home owner will be told how 
nsult an architect, how to lav 
the work and estimate the cost, 
loget financing under the liberal 
i of the National Housing Act, 
to get in touch with builders 
tontractors, and how to secure 
best services of realtors. in 
ling real estate matters. 
& three demonstration houses. 
ated that at least one is readily 
sible from every part of Mil- 
tee, will be open for public in- 
ton at all times during the 
ess of the work. 
“ling groups interested in stim- 


Mg building construction have 
hands with the Milwaukee 


™l in the project. Renovation 
the house is being financed 
“ Building and Loan League. 
lilwaukee District of the State 
ation of Wisconsin Architects 
fered the services of members 
“eying the houses and drawing 
Modeling plans. 


Same Pian in Battle Creek 


* Builders Congress of Wiscon- 
atl Supply the labor, while the 
tkee Real Estate Board, which 
‘Praised the properties, will 
‘the sales when the work fs 


ed, if the selling price ex- 
-* Value carried by the Build- 
“4 Loa League, plus the cost 


~ itprovement, the resulting 
will 


~ be turned over to the 

““e Community Fund. 
pe “(uirer and News, Battle 
lich. has adopted a some- 


lar plan and is finding the 

"tof cordial cooperation 

erned. Harold H. Bred- 

anager, outlined the 
s follows: 

cured from one of the 

® list of homes which 

INE ~ 41d would be willing to 

} Z ‘he plan. A local architect 

‘ likely specimen of ‘old 


= WR ¢ 


ago iks 


al nature by purchasing three | 


JOINS FHA DRIVE 


Visit 


sheer 


The First National Bank of Saint Paul 


ne ns mn 


| SH CO. 
. vem CO 


First National Bank of St. Paul is 

aiding the modernization program 

with a clinical demonstration. This 

newspaper copy carries the names 

of all companies cooperating in 
the clinical enterprise. 


style house’ that would be adaptable 
to modernizing and at the same 
time show the necessary contrast. 
“With this accomplished, plans 
were drawn for the modernizing pro- 
gram and still and moving pictures 


out. 
during construction. 
ing supply houses and _ associated 
lines were invited to participate in 
advertising. At an early date each 
interested firm, which includes prac- 
tically every one in town, will be 
supplied with a copy of the plans and 
an outline of the method of carrying 
the program out. 

“Each participant is advised that 
his bid must be at cost or less and 
that he will receive from the bank 
a certificate of participation for the 
amount of his accepted bid. When 
‘the house is sold he will receive this 
‘amount from the bank. 


Will Be Used by Clubs 


“Upon completion, which will in- 
clude complete furnishing even to the 
stocking of the kitchen with nation- 
ally advertised products and fuel in 
the cellar—the home will be opened 
to the public for inspection—not as 
a model home but as an example of 


homes. A competent woman will be 
in charge and she will point out to 
visitors the individual features of 
modernization, approximate _ costs, 
advantages, etc. Her audiences will 
be enlarged by a club plan of opera- 
tion from Monday to Friday in the 
afternoons, by appointment invita- 
|tions to women’s organizations and 
|church clubs. They will be taken on 
a tour of the house with an intelli- 
gent discussion and explanation of 
each phase of work done and shown 
movies and still pictures. At the 
conclusion, these women will be given 
the opportunity of carrying out their 
program of club activities and later 
will be served tea and cake. 

“It will be the responsibility of 
the woman in charge to register each 
visitor and to be alert to record any 
expressed interest in any particular 
part of the modernization work. 

“The house will be offered for sale 
at the cost price from the opening 
day and sold at the end of the 60 
days alloted for inspection to the 
person bidding highest above the cost 
figure set, furnishings and all. 

“The bank, incidentally, is putting 
the house in at their actual cost. 
Innumerable advertising possibilities 
are associated with this program 
among both local and national ad- 
vertisers. We will enter a cost for 


the selling price. 
Weyerhaeuser Helps 


“We feel that the greater number 
of individual improvements we can 
/incorporate the better. We hope to 


| 


the modernizing possibilities for all | 


promotion which will be included in | 


were taken of the house inside and | 
Further pictures will be taken | 
Builders, build- | 


|include at least an example of every | 


| type of modern home improvemnt 
|offered today keeping within the lim- 
its of the average home.” 

| The Weyerhaeuser Lumber Com- 
|pany, St. Paul, is one of a number of 


| 
| 
| 
| 
| 


manufacturers of building materials 
who are approaching the problem 
from an entirely different, but equally 
effective angle. 

In a new campaign in 
Builder and Building Age, the com- 
pany has announced plans to aid 
lumber and building material deal- 
ers facilitate the remodeling of 
homes. The first necessity, accord- 
ing to the company, is for dealers to 
enlarge their sales organizations and 
improve their selling methods. The 
second is to have plans which can be 


sold. Weyerhaeuser will assist in 
both directions, particularly in the 
second. 


—___—s 


Capt. Brown Elected 


Capt. Enoch Brown, Jr., advertis- 
ing director of the Commercial Ap- 
peal, Memphis, Tenn., has been elect- 
ed vice-president and advertising 
director. 


Joins Fedevel Truck 


W. L. Schweninger, formerly with 
Hudson and Dodge, has joined the 
Federal Motor Truck Company, De- 
troit, as western sales manager, fleet 
division. 


Cox Joins Agency 

Sam Cox, formerly with 

Emmett Company, has joined 

New York staff of Tracy-Locke-Daw- 
son, Inc., as account manager. 


American | 


Newell: | ee ase 
the | Conscious anc 


FHA Creating 
Wealth of Copy 


Buffalo, N. Y., Sept. 12.—A new de- 
|velopment in newspaper advertising 
|comparable to that brought about by 
the growth of the automotive indus- 
try Was predicted as an outgrowth of 
the federal home modernization drive 
|by Ward M. Canaday, president of 
United States Advertising Corpora- 
ition, and director of public relations 
|of the Federal Housing Administra- 
|tion, in an address before the busi- 
ness development session of the Fi- 
nancial Advertisers Association here. 


| Mr. Canaday visioned the new gov- 
/ernmental move as promoting the de- 
‘velopment of special sections 
‘housing and home modernization in 
| the metropolitan press, not only in 
‘one or two isolated instances, but as 
a regular feature. More than 17,000 
|“national” advertisers are good 
| prospects for copy in these sections, 
‘he said. 


| 
| 


make the nation 
will have an 
‘greater social and civic effect 


ganda, will home 


even 


| 


prosperity, which, he _ predicted, 


| would follow the employment of mil- 


| 
| 
| 
| 


lions of men in the building and al- 
lied fields. 

A similar program in England, in- 
volving construction of 300,000 homes 
this year and more in the future, has 
brought prosperity with a rush that 


has exceeded all expectations, Mr. 
Canaday asserted. President Roose- 
velt may take to the air this week- 
end to begin the nationwide drive 


for support of the program, he said. 


’ 
Towne’s New Work 
R. L. Towne, formerly with En- 
gineering Publications and more re- 
recently with Stack-Goble Advertis- 
ing Agency, has joined the advertis- 


|ing staff ot the Trane Company, La 
|Crosse, Wis., maker of heating and 


on | 


'“The 


air conditioning equipment. 
Ex-Lax Has Program 


The Ex-Lax Company will sponor 
Big Show,” with Block and 


| Sully, comedians, and Gertrude Nie- 


Such publicity, aided by bank ad- | 
vertising and the government's propa- | 


sen, to be heard weekly over WABC- 
Columbia starting Monday, Sept. 24 
at 9:30 EDST. 


Universal to Chirurg 
The Universal Winding Company, 


| Providence, R. I., and Boston, has 
appointed James Thomas Chirrug 


|Company, Boston, to direct advertis- 


upon | ing. Business papers and direct mail 


|communities than the mere return of! will be used. 


Will Your Product Be Bought by the 


more effective. 
kept handy for ready reference 


job. 
and help fight substitution. 


119 West 40th St. 


It will always be at hand, ever- 
ready to sell, delivered before buying starts, 


It will support your salesmen and dealers, 


The Dodge staff of 500 field men making a mil- 
lion calls a year on owners, real estate firms, 


Catalogs will be 


for the life of the 


There are thousands of them spending millions of dollars, yet 
8°/, receive no sales literature, 25°/, get it too late to in- 
fluence a sale, 20°/, get most of it too late. The timely de- 
livery of sales literature is the surest, cheapest way to sell 
these ''Buy Now"’ prospects. 


Can They Find Your Literature When 
They ‘re Ready to Buy? 


If your sales story reaches them but is misplaced before they 
buy, you miss an order. They have no way to file and index 
literature. Home Owners’ Catalogs will deliver and maintain 
your literature in the hands of these buyers. It will work for 
you on immediate and deferred purchases. 


Will Sell Them Your Product 


f These families are so scattered it is almost impossible to sell 
them at a profit by the salesman-dealer method, or by mass 
promotion. But 39°, of them buy products they would not 
otherwise purchase as a result of receiving sales literature. 
An inexpensive piece of sales literature will enable you to 
make profitable sales to these families. 


Your Literature in Home Owners’ Cata- 
logs Will Make More Sales 


If haphazard, untimed literature distribution sells 
39°, then your literature permanently bound 
and indexed in Home Owners’ 


architects and many others locate the families 
about to build. We send Home Owners’ Cata- 
logs to each one spending $4,000 or more the 
day the project is first reported. H. O. C. is a 
handsomely bound, indexed volume of the indi- 
vidual sales literature of manufacturers of home 
building materials, equipment, furnishings. 
tribution is selective by trading area. 
—a few cents each—on a basis of catalogs de- 
livered. Get all the facts. Ask for sample copy 
and list of clients. 


HOME OWNERS’ CATALOGS 


Published by F. W. Dodge Corporation 


Dis- 
You pay 


New York, N. Y. 
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ADVERTISING AGE 


= oe a ee Se ar oa par me 


September 15, 19, 


‘ ‘Homely Advertising” 


Gets Public Support 
for N. Carolina Bank 


Buffalo, N. Y., Sept. 12.—The story 


of how a bank organized on the 
wreckage of three closed institu 
tions won its way to success and 


confidence through advertising and 
publicity was told by N. S. Calhoun, 
president of the Security National 
Bank of Greensboro, N. C., the town 
which for a time had the distinction 
of being the largest in the United 
States (60,000) without a bank. Mr. 
Calhoun delivered his address before 
the advertising technique section of 
the Financial Advertisers’ Associa- 
tion on Tuesday, and repeated it by 
general request at the general sec- 
tion luncheon on Wednesday. 

“After the banking catastrophe of 
1933, three of the larger banking in- 
stitutions of North Carolina with 
branches in thirty towns, were not 
permitted to open on an unrestricted 
basis and were told that it would 
be necessary to organize one new 
bank out of the assets of the three 
old institutions,” Mr. Calhoun ex- 
plained. “It was later found that 
two of the old banks would not be 
able to participate and a new bank, 
with a state charter, was organized. 
Immediately after the election of 
directors and before the new state 
bank had received any deposits, it 
was converted into the Security Na- 
tional Bank which opened for busi- 
ness on Aug. 28, 1933, with its main 
office in Greensboro and branches 
in four other cities. 

“Recognizing that attention was 
focused on the new bank and that it 
was, in more than the usual sense, 
a public institution, the management 
kept the public advised of its prog- 
ress. The press was supplied with 
news items and interviews which 
were gladly published free of charge. 
We realized from the beginning that 
the main problem was to create con- 
fidence in the new institution. De- 
tailed information was given to the 
newspapers and facts, not usually 
divulged by banks, were disclosed in 
order that the public might be fully 
informed about the new bank. When 
a president was elected, the repre- 
sentatives of the press were told 
that his salary was to be $500 a 
month. I mention this simply to 
show the extent to which the public 
was taken into our confidence. 


Launch Advertising 


“For the 
existence, 


first five months of its 
no advertising was done 


by the Security National Bank other 
‘than publishing statements of condi- 
tion from time to time in the news- 
papers, and in printing and distribut- 
ing inexpensive statement folders. 
The newspapers gladly continued to 
publish news items without cost to 
the bank, and information was freely 
given to their representatives. 


“At the end of the year, we real-| 


ized we should begin advertising, but 
hesitated to spend money for this 
purpose until we could begin to 
show a satisfactory operating profit. 
Certainly, our earnings did not 
justify employing an expert who 
would find it necessary to make a 
|survey of our territory in order to 
become familiar with our particular 
situation, and yet, we knew nothing 
about advertising technique. But we 
had a story to tell, and thought we 
knew what to say. So we called 
in a newspaper copywriter and with 
his aid, the suggestions of several 
officers were boiled down into what 
we thought would be a fine adver- 
tisement. When it was set in type 
and the proof submitted, it was as 
lifeless and cold as a dead fish, and 
looked like most other bank adver- 
tisements. We wanted something 
different. 

“We knew. we could talk to a man 
about the Security National Bank 
and we knew we could write a letter 
telling of its condition, policies and 
practices. That suggested the idea 
of writing letters, and we discarded 
the advertisement which it had taken 
four officers and one copywriter 
four days to prepare and adopted 
the style which we have used once 
every week since Jan. 27, 1934; 
namely, a facsimile typewritten let- 
ter addressed ‘To the Public’ and 
signed by the president. We called 
them ‘home-made ads,’ which was 
unnecessary since that was appar- 
ent, but it was an apology for our 
lack of style and an appeal to the 
reader not to be too critical. 

“This seemed to be the cheapest 
form of newspaper advertising. It 
|required no illustrations, and we 


|think attracts more attention than | were entitled to know what we were | hear anyone but a banker or an ad- | 


|if it resembled the usual type of 
|bank advertisements containing pic- 
|tures of ships, factories, children and 
|other art work, designed to catch 
|the reader’s eye. Through these let- 
ters we can speak directly to the 
| people we want to reach and we do 


not have to pour our ideas into the | 


brain of someone else and then have 
him attempt to put them on paper. 


| 
| Told Public All 
| 


“We decided to confine our adver- 
ltising to newspapers since through 
this medium we could reach a 
greater number of people at the least 
expense. We then decided that the 
average person has more time to 


a busy week day, and our advertise- 
ments appear every Sunday morning 
in four North Carolina newspapers. 
Thus our campaign was charted and 
started—without experience or ad- 
vice, but with 
| endeavor to restore confidence in a 
section where faith in banks had 
been badly shaken. 

“The first subjects for our adver- 
tisements were suggested by the 
policies which the directors had 
adopted. We ran a series of five 
advertisements on ‘secured deposits,’ 
giving our opinion of this unfair 
practice which, according to our way 
of thinking, is wrong in principle. 
We supported it to good effect by a 
quotation from the 1933 report of 
the economic policy commission of 
the American Bankers Association. 
By this time we had received several 
strong letters from prominent busi- 
ness men commending us on the 
stand we had taken, and we ended 
this series by quoting five of these 
men. 

“Then we told why we would not 
make loans to our own directors, 
why we had adopted the policy of 
frankness and continued from time 
to time to publish statements of the 
bank. 

“We broke down these statements 
and described the various items in 
language that the average man 
could understand, and each time we 
published one, we tried to make it 
plainer and simpler and each time 
we believe we made an improve- 
ment. This suggested a series of 
six advertisements discussing bank 
statements in general, and our own 
in particular. These advertisements 
were of an educational character de- 
signed to tell the public what va- 
rious items in the statement meant 
and to explain the terms used. Then 
we ran a series of seven advertise- 
ments on the ‘Why, Which, When, 
Who, Where and How’ of lending 


money, bringing out the fact that 
the Security National Bank was 
|using eight times as much of the 


| depositors’ funds as the shareholders 
| had invested, and that the depositors 


|doing with their money. 


Gave Detailed Statements 


“In telling how we lend our de- 
positors’ money, we touched briefly 
upon the financial statements which 
a bank requires borrowers to fur- 
nish when they do not give collat- 


a story to tell. An| 


eral. We stated we were going to 
publish our next statement in the 
same form that we asked our bor- 
rowers to use in preparing their 
statements. So, when we published 
our June 30 statement we separated 
our quick assets and our current 
liabilities, showing what assets were 
|immediately available for the pay- 
| ment of deposits, and in a separate 


read newspapers on Sunday than on column we published the percentage |ing each advertisement wit 


|of various classes of assets in rela- 
|tion to our total deposits, based on 
| the theory that a depositor is in- 
| terested chiefly in how we have in- 
| vested his money. 

| “We also furnished an operating 
| statement for the six-month period 
ending June 30, showing the amount 
of salaries and wages and divided 
the balance of our expenses into 19 
other classifications leaving only 
$115.94 to be classed as miscella- 
neous. 

“This form appealed strongly to 
those who read it and among the 
many favorable comments was a let- 
ter in which the writer said: ‘For 
the first time in my life I have in 
my hand a bank statement which I 
think is just exactly right and so 
plain that a wayfaring fool can un- 
derstand it if he wants to. The fact 
is, I think every bank in this coun- 
try ought to be required by law to 
make a statement on exactly the 
form you have set up. You have 
left nothing essential untold.’ 

“Then we ran two advertisements 
on ‘Insured Deposits.” We have not 
stressed particularly the fact that 
our deposits are insured, so we told 
the public it should look beyond in- 
surance for safety of its funds, that 
good management is of first impor- 
tance and is necessary to make suc- 
cessful the plan of insuring deposits 
and that if all banks are well-man- 
aged, insurance will not be neces- 
sary. 

“The custodian of our vault at the 
home office asked that we write a 
safe deposit box advertisement. 
This is a dry, hackneyed topic, and 
as most of us put off the hard and 
difficult things, we laid it aside as 
being impossible to fit in with the 
style we had adopted. However, we 
finally got around to it, and turned 
out an advertisement containing 
some food for thought and which 
several people said appealed to them 
more than any we had written. 


Sticks to Fundamentals 


“In my 32 years in the banking 
| business it has been unusual to 


| Pe 
vertising man comment on bank ad- 


| vertisements, but the style, or frank- 
ness, or the policies outlined in the 
series which we have been running 
seemed to appeal to the people and 
jhardly a day passes that someone 
|either in our presence, or by letter, 
|does not comment favorably. We 


eee —. 
/have found that the public jg y,,, 
much interested in the affairs ps 
the Security National Bank. 7,. 
\like the way we are stating Dlain 
|facts ina simple manner. We pay, 
|avoided the use of high 

phrases and refrain, as far 
sible, from the use of dry, w 
‘expressions and endeavor to 
|some punch into what We say 


| tence or two indicating the subjep 
|of the next one. 

“In our opinion publicity wi 4 
more than examinations canes 
unsound practices. You have adopt 
ed a catchy phrase as | theme 
of this convention, and «aiq thay 
its purpose is ‘to meet the publics 
demand for financial int rmation 
In this new banking era if bang, 


do not voluntarily meet this demanq 
our law-makers will require it, p, 
assured that the public is more jp 
terested than ever in the 
your bank. Its intimate, heretofor. 
private, affairs will interest they 
more than advertisements designeg 
|to entertain them. 


| “Why advertise the industries of 
|your community when you haye 
such a wonderful opportunity to aq. 
vertise sound policies and correet 
practices? Why waste time and 
money in telling the people of your 
own community its historical back. 
ground? They can get that infor. 
mation at the public library. Why 
publish biographies of famous mep 
when men and women want infor. 
mation about your bank? 


“T repeat my prediction that unless 
bankers voluntarily give such jp. 
formation, laws will be passed to 
require it. Many intelligent people 
have very little knowledge about 
banking terms and phraseology. Ex. 
plain and make plain the language 
of your profession. Remove the 
mystery from it. 

“If a few forward looking banks 
in each section will take the lead 
in adopting a policy of complet 
frankness, competition will force 
others ‘to meet the public’s demani 
for financial information.’ Educate 
the public, yes, but educate banker 
first, and remember, publicity wi 
do more than examinations to pr 
mote correct practices and_ keey 
banks sound. That ‘none of your 
business’ attitude toward depositors 
is a relic of the past. The spotlight 
is on the bankers. Don’t try to 
side-step it. Use it to your advan 
tage.” 


affairs of 


Macdonald Leaves O. A.A. 


Harry C. Macdonald, since 1931 
vice-president in charge of the edu 
|eational division of Outdoor Adver 
tising Association of America, Chi 
cago, has resigned, effective Sept. 26 
|He will devote his entire time to his 
personal affairs. 
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. i Ed d H. Butl d C. G. Und \E D. C Lockport Uni & B Head ae D Office M - = 
a | Edwar . Butler and C. G. Under-|E, D. Corson, Lockport Union-Sun e Yr r i e ove 
ery LISHERS OF hill, Buffalo News; S. S. Wallace, Jr.,| Journal; Fred H. Keefe, Newburgh Jol — t — h: ng A Th - . ot tH coh ¢ prs 
of Buffalo Times; John Calkins and J.| Beacon-News ; A. C. Deuel, N. Frank- os een we ager yy Daye Ww oa © a © er 
hey 


tea 5 * was re-elected president of the Cape) Fishing and National Sportsman is 
H. Conlon, Elmira Star-Gazette ; |lin Maddever and Robert T. Harrold, | coq Ceentetry Gcowere’ p Bret Ror now losated at 2-113 General Motors 

George W. Williams, W. A. Gracey | Niagara Falls Gazette; Frank Gan-|at the annual meeting. Paul Thomp- Bldg. Clayton P. Armitage is in 
and Lawrence Gracey, Geneva Times; | nett, Gannett Newspapers; son and Bert F. Ryder are vice-presi- | charge. 
J.P. Paul and Frank Rogers, Glovers- 


ain 

“EW YORK HOLD 

ing E. M. Waterbury, Oswego Palladium- | dents; Lemuel C. Hall, secretary, and | 
Os ville Leader-Republican-Herald ; Louis| Times; A. R. Kessinger, Rome Sen-| Anne L. Jenkins, treasurer. 
out FALL CONCLAVE «: Buisch, Hornell Tribune-Times ; | tinel; Albert W. Fell, Rochester re | 
put | Henry G. Stutz, Ithaca 


Girdle Drive Starts —_ 


Journal;| Democrat and Chronicle; Alfred J. Brandt Joins Hupp A toms oe for Fitswell sk 
hd |Henri M. Hall and Frederick P. Hall, | Gordon Syracuse Post-Standard | en 8 dies will be launched in Worcester, 
eet tant Sinz : : ’ “pee tga APR ey Arthur J. Brandt has joined the| Mass., newspapers about Sept. 20 by 
= | Jamestown Evening Journal; Prentiss Bailey, Utica Observer-Dis-| staff of Hupp Motor Car Corporation| Otis Carl Williams Advertising 
ee icture on Page 49) | J. Robert Nelson, Jamestown Post ; | patch. |as assistant general sales manager. | Agency. 

F gufalo, N. Y¥., Sept. 11.—Attended | = = — — = 
oat newspaper publishers from all | 
ont wr the state, the New York State | 
a »plishers’ Association held its fall | 
ha: Misting here Sept. 9-10 with Presi-| i ’ 
lic’ MMwot J. Noel Macy, of the Westches- | eee 
on' Ma. Newspapers, presiding, and dis- 
Nks assed behind closed doors such di- a 
and sse matters as the successful state ln (= mM ! 
Be yvertising campaign to increase | t e e O \ ern. en ~ 
fh sik consumption, the effect of the ae 
Ae wy Deal on publishing, and pros- | 
wots for business. 
mal prank Gannett, head of the Gan- | 
~tt group of newspapers, expressed | 
: yp Moimism concerning the immediate LATEST U SER 
aye @oure of business, although some of | 
ad. Moe publishers present indicated the | Oo + 
rect @ginion that rising costs brought | 
; Mout by the NRA both among pub- | 
he isbers and business men in general | Dd asit" 08 F V | SOMAT | « 
ack. @gonstitute a serious threat to profits, 
for. god Mr. Gannett expressed disap-| NAT | Oo N-WIDE 
Why @@yoval of the destruction of crops. | 
men Mgamong those of this belief was Hope- 
for. Magvell Rogers, of the Hearst organiza- | COMMUNICATION 
son, Who declared that the adminis- | ooo ot” 
‘less ation’s policies are wrong eco-| Pe we SYSTEM 
in. wmically and that they are seriously | ew 
1 to @mpering the natural process of re-| 
ople very. Charles D. Butler, speaking | A eae ‘ 
bout Mao the publishers’ code authority, | so 
Fy. gga that increased business has not | ioe = 3 
tot > 
nage MY ‘ar been adequate to meet rising | pm, 
the costs. eo 
Qne angle on the situation was | 
anks Maven by Lithgow Osborne, of the} 
lea tuburn Citizen-Advertiser, who is! 
plete uservation commissioner of New| 
oree Mork, and who stated that more | e * * 
nand Mmwwuting and fishing licenses have al- Ad A V ISOMA TIC | lk AY) d a ] 
cat tady been sold this year than dur-. op S » a ing 1 e Z mM 
ken ing 1933. P 
Wil . ® 
re Tels of Milk: Campsion to Launch the Better Housing Program 
keep Willard C. Wheeler, of N. W. Ayer 
your @iSon, in charge of the milk adver- | 
itors sag Campaign, gave the publishers | 
light ‘history of the movement which | V4 HY VISOMATIC ? 
y to ‘up to it, referring to the fact 
lvan- 


nat the producers had been brought 
‘to bankruptcy by declining con- 
uption, and that the decline had. 
“i arrested in July, with a sharp 
turn which brought both milk and | 


Gre was the essence of the problem in 
launching the Better Housing Program. 


A lot of people had to be taught a lot of 


WENTY-NINE days after the U. S. Govern- 
ment gave us the order, we had finished 
the productions. Four of them. 


3 things. Complicated things Clear interpre- _ Aimed at four i of euciences. Drame- 
1931 “4m consumption to much higher — P _ hte P tized, illustrated, talking slide-film messages— 
= “els, October will be “milk month,” tation of an Act passed by Congress was one, clearly explaining the provisions of the 
Chi. Mp the advertising stressing certain needed. Answers had to be ready for millions Act to bankers and financial institutions; 
26 health factors in milk important . P , of home-owners. No guesses. Exact informa- another, to instruct local campaign committees 
» his ‘tng the winter months. Newspa- Service is available 


“cooperation has been highly use- 
‘Lin the suecess of the campaign, 
ording to Mr. Wheeler. 
list of the publishers reached | 
“Salo on Sunday, and were taken | 
‘an eight-hour sail on the lake. 
“lg dinner guests of Wm. J. Con-| 
‘Jr, publisher of the Buffalo 
’’-Erpress. On Monday they 
ene Niagara Falls as guests of | 
“ard H. Butler, publisher of the | 
“lo Evening News, and of S. S.| 
‘ce, Jr., business manager of the | 
_ / Times, later playing golf at 
“‘lagara Falls Country Club, and 
~s entertained there at dinner by 
Duell, publisher of the Niagara 


Gazette. 
Aarl H, 
qT the 


Thiesing, executive secre- 
ganization, reported on 


Wilthigs ak ik deaaieiee, | AVE Traveling organizers? Too slow. Not enough An exclusive service. No one else has it. 

A eae. ee | Ww —EH € then Shane tetineds tates Denetsion Trained operators covering all points. Meet- 

"latives he ge eh Oo ESTIONS . rs d £ citi d b P d. ings held everywhere—halls, auditoriums, ae 

Russel] eaais cian adsatie. | undreds Of Cities and towns to be covered. churches, schools .. Yes, a thousand meetings = 
ager of the Courier-Broress Visomatic only could have done the job! a day can’t stump Visomatic! i: 
“Darate y. 


Members Attending 


through Western Union 
Offices in 200 Cities 


tion—that’s what it had to be. 


Who could borrow .. And how much. . 
For how long . . Where to apply . . And the 
charges .. . Things like that. 

Plenty of media available. For publicity, 
yes.. But— 

After all, it was basically a sales promotion 
job. To show Americans how to repair, mod- 


ernize and improve their homes. It had to be 
merchandised. 


Committees organized. Members recruited. 
Instructed. Local campaigns launched simul- 
taneously in towns scattered from coast to 
coast. Everything set to go at a given date. 
A date only a few weeks off. 

How would you have gone about it? 


how to organize and launch their drives; a 
third, to tell contractors, architects, and build- 
ing supply dealers how they tied-in; and the 
fourth, to make everything clearly understand- 
able to property owners, show them what to 
do, and how to do it. 

Government projects usually seem compli- 
cated, hard for the individual to understand. 
A child can get every point in Visomatic’s 
dramatizations of the Better Housing Program. 

And—as we've said—everything ready in 
twenty-nine days. Four productions; 3% hours 
long . . . Duplicate talking slide-films then 
rushed off to Western Union offices through- 
out the country—where Visomatic projection 
machines are always ready for instant show- 
ings. That’s the Visomatic Communication 
System —a day and night nation-wide service. 


SOME VISOMATIC CLIENTS: 


rage AMERICAN RADIATOR NATIONAL BISCUIT METROPOLITAN LIFE NATIONAL CARBON 
“She the publishers attending | COCA COLA ATWATER KENT U. S. I. ALCOHOL PEPPERELL FABRICS 
Jetting were the following: GENERAL ELECTRIC AMERICAN CAN NESTLE’S CHOCOLATE CONTINENTAL CAN 
tbur D. Hecox, Alvany Knicker- WESTINGHOUSE JOHNS-MANVILLE _ REALSILK MOHAWK RUGS 
> Piss; a eles aaa | DU PONT INGERSOLL WATCH JENKINS VALVES AMERICAN CYANAMID 
“Mon: William 0. Dapping | BORDEN’S REMINGTON-RAND AMERICAN CABLE — BARRETT ROOFING 
' 


oe Ww Osborne, Auburn Citi- 
’ William B. LeFavour, | 
‘ecord; Milton R. Miller, 


‘rdam | 


and dozens of others. . 


an Industrial Who’s Who 


iy | (ners, Jr., Russell Har- 
» J Meegan, Eugene C. Mur- 292 MADISON AVENUE, NEW YORK 
Tank J 


ws W J. Claney, Burrows Mat- 
. J. O'Brien and William 


2) 7 ‘ 
inet Bu fF 


alo Courier-Exrpress; 


CHICAGO 


BOSTON . 


PHILADELPHIA ° BUFFALO 
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LaRose Promoted 


Royall LaRose, of the advertising 
department of the Appleton, Wis., 
Post-Crescent, has been named ad- 
vertising manager succeeding the 
late Ralph Gee. 


Universal Moves 


Universal Radio Productions, Chi- 
cago, headquarters for electrical 
transcriptions and radio recording, 
will move Oct. 1 to new quarters at 
180 N. Michigan Ave. 


CTIVITY 


Business potentialities in 
the civil engineering and 
construction field are gov- 
erned by two factors— 
capital available for con- 
struction and _ contracts 
actually awarded. 


Both are active factors 
right now. 


Contracts awarded the 
first eight months 
amounted to $875,000,000. 
This is $175,000,000 more 
than was awarded in the 
first eight months of 1933. 


Note in the chart above 
the precipitous upturn in 
capital available. This 
means definitely that the 
construction industry is 
headed for still greater 
activity, for construction 
always follows the release 
of capital. There is plenty 
of evidence to prove that 
this behavior can be re- 
lied upon. 


These encouraging con- 
ditions have played a 
healthy part in the in- 
crease in advertising 
pages the first eight 
months in Engineering 
News-Record (over a 400- 
page increase) and in 
Construction Methods (a 
161-page increase) ... 


—the two McGraw-Hill 
publications which are the 
direct approach to the 
buying power of the 
mammoth, mobile  con- 
struction industry— 
waterworks, sewers, 
bridges, streets and roads, 
earthworks, drainage, irri- 
gation, industrial build- 
ings — engineering and 
construction work of all 
types financed by federal, 
state, municipal and pri- 
vate capital. 


ENGINEERING 
NEWS-RECORD 


‘CONSTRUCTION 
~ METHODS — 


McG raw-Hill 


Publications 


_ AUGUST NEWSPAPER ADVERTISING LINEAGE FOR 1934 and 1933 in 77 LEADING CITIE 


Total T 
(Including 2 ; ‘ : 
(ity Retail General Automotive Financial Classified Legal) = ‘ity, a Retail ; __ General _ Automotiy e Financial Classifie i 
1934 1,087,131 183,102 90,022. 8,852 267,703 1,659,692 1934 765,935 200,483 122,753 26,2 
Akron .1933 1,015,250 157,628 90,196 7.678 Richmond ....1933 699,3 202,751 96,006 ‘ 
Diff 71,851 + 30.474 674 +1,174 ee Diff +66 -2,268 + 26,747 a 
os 732 -  — is 1934 1,12 313,973 179,455 ry 
143 782,63 216 9 24,694 yo,466 a -. “1° 
bk eenee +44 730328 44. 137 886 -$ *Rochester 1933 973.168 3,209 ey 
: Dift ee Diff _+ 150,281 586 +34 
ae 1934 644,968 079 
B36 Salt Lake City.1933 584,579 612 
Albuquerque ..1933 Diff 60,289 467 
Diff —teieeneceenmaateateeeed = ~ — 
; 1934 689,655 478 j : 
i *San Antonio..1933 661,310 5.387 13% 
*Atlanta a oe Diff + 28345 091 
Diff a = —— ; 
1954 912,286 120 , 
1934 San Diego ....1933 906,974 511 
‘Atlantic City.1953 Diff + 5,312 + 5,089 —60,291 
ie 4934 1,184,274 452,041 
1934 I *San Francisco.1933 1,189,507 469,907 
* Baltimore 1933 1, Diff -§,233 —17,866 
a : : 7934 810,684 281,213 v 
1934 Seattle ....... 1933 716,744 311,026 1'¢ 
Birmingham ..1933 Diff + 93.940 —29.813 , 
— ry 4934 387,124 110,392 ' 
Load ‘Sioux City ..1933 328,162 126,680 6: 
**Boston .....1933 2 Diff + 58,962 —16,288 1 
— es | eer 124,895 La 
+ South Bend ..1933 519,039 147,363 ‘ 9 
Buffalo ......1933 Diff +123,873  —22,468 5 15 
on 1934. 492,765 150,174 93,596 20,300 164,1 rT 
1934 Spokane .....1933 371,624 202,381 126,816 15,332 140.047 + 
*Camden 1933 Diff +121,141 52.207 33.220 + 4,968 + 24,08 +9 
=e 1934 1,149,403 306,173 138 476.74 ai 
1934 St. Louis ....1933 1,159,403 412,859 4, 490,57 
Chattanooga ..193% Diff 1,000 —106,686 6, —13,830 ; 
ot 1934 790,914 258,508 5 240,7 rr 
1954 1, *Syracuse ...1933 £36,109 ‘ ¢ 219,959 = 1g 
*Chicago 1933 1, Diff 45.195 —13,611 + 20,829 ; 
Diff . ~ - _- —_ oe” . © — — *» - 
> 1934 $45,678 122,613 213.67 rT 
193 1 Tacoma ..... 1933 453,663 181,645 212,168 19 
Cincinnati ...1953 Diff 7.985 59.032 + 1,50 0 
— 1934 664.209 167.090 86,840 22.780 165.864 i 
1y34 1, Toledo ..... 1933 648,495 179,087 96,672 24,638 165,917 1.1% 
Cleveland +++ 1938 1 Diff 4+ 15,714 >» —? 358 Ps ° 
— 1934 1,646,519 DSi 3: 81,859 690.27 14] 
1934 Toronto ....!. 1933 2 168,964 161,134 54,535 594.237 9 2 77 
Columbus ....1933 Diff + 53.321 + 34.204 + 27,324 + 96.025 3369 
one : 1934 ~~ a 14,899 48,768 rl 
1934 1,3: Trenton ...... 1933 82.972 58.732 13,23 46,855 
Dallas ...... 1933 ®: Diff + 1/668 +1910 1 
Jane! 1934 2,605 199,633 1.009 
a (C Tulsa ........1933 7,3 1,043 
a eer 1933 Dift ; 
Diff = —_ —_— b. 
- 1934 5, 77 
ore *Washington .1933 1,813,673 297 
Denver ...». 933 5, Diff +271.714 6° 
Diff .. » = ut. 
193 1 11.573 903 1934 1,428,755 60) 
aa obelohd- we’? | Westchester 1933 1,425,862 44 
*Detroit 19331 436.147 9,931 Grawe « «+t 1 2893 4 99'878 my 
Diff 75,426 5972 : —enameee’ —— — ——— 
g" a a 1934 671,465 257,069 1 ‘ 
: 1934 40 570 156 | Wichita ...... 1933 617,028 187,877 1.274 
Easton ce ee 1932 $3,758 3.654 Diff + 64.437 + 69.902 ~ a? 
Diff 3,188 502 . —_ : ———$______ . 
a2 - 193 1,225,816 197,397 1,74 
, 1934 145,880 Wilkes-Barre 1933 1,175,953 210,193 1,693 
El Paso 1933 120.275 Diff 49/863 9796 ae 
Diff + 25.605 —— aoa ———— : 
_ an 1934 733,501 238,103 1,351 
. +h 155,855 Worcester ...1933 648,817 224,402 1,23 
Erie J pre 196.085 Dift + 84.684 413701 9 
riff ( s( —— p ne A. eee . 
ae . : 1934 625,489 144,753 131.406 1.01 
: 1934 150,418 Youngstown ..1933 515,623 145,372 91,116 85,189 S58 
Evansville 1933 150,295 Dift £109,866 =nbié 2.376 awh, 247 $46,917 +154 
Diff 238 ~ — —__— - — — 
a2 1934 67,707,948 19,693,869 8,639,239 1,834,414 20,549,996 62 
, eit 29,239 Totals ..... 1933 62,516,381 21,501,044 4.692.194 -2,053,8%6 19,751,949 118.0% 
ici asians 32.682 369,290 Diff + 5,191,567 —1,807,172 43,947,045 —219,422 +798.047 +7. 
Diff 3,443 7.437 i. i ne Heatet a eee Ad Se RE 2 tA a wl 
. 7 1934 121,170 **American Weekly” lineage included, 
Ft. Wayne ...1933 105,462 1 Press Union,’ morning and evening, sold only in combination Lineage of 
Diff 15,708 0.389 | edition, morning, is shown. 
1934 166,735 2“Globe,” morning and evening, sold in combination Lineage of one edit 
Ft. Worth ....1933 145,700 evening, is shown. 
Diff *“Courier,”” evening, and ‘‘Post,”” morning, sold in combination ge 
Freeport 1934 


“Courier” only is shown 
Hempstead ..1933 ‘Evening News,”’ carries the same amount of advertising as the “Pat: 
S’“Evening Appeal,” discontinued, effective July 1, 1933 
*-Tennesseean,”’ morning and evening, sold in combination only. Lineage 
ing edition only is shown. 


‘Evening Appeal,’ discontinued, effective July 1, 1933. 


Glens Falls 


R29 720 ™ Journal,” is an all-day paper. One edition only is measured ms 
‘Harrisburg 689.431 ‘1933 figures include the advertising of the “Morning Ledger’ and ‘Sunday 
4 £150 289] Which discontinued publication April 15, 1934. 
90,2 Media Records, Incorpo 
154,906 1,344,413 
Hartford ..... 148.835 1.298.993 | = " = . 
+ 6,071 + 95,420 


Houston 


DAILIES’ LINEAGE! H- Cabaniss 


1.071,874 40,005 122,090 381,616 1,857,568 | h mM 
Indianapolis ..1933 1,011,426 281,524 132,539 $31,212 1,823,453 O e ou e 
Ditt + H0,448 41,519 10,449 + 50,404 + 34.115 | = e 
1934 199,719 120,409 65,442 190.011 905,402 | fe 
Jacksonville hed hi os : 44 ace + he nat tae eg tt j ublisher, Die 
1934 522,85 115,268 5,711 108,137 $34,161 fi 
Knoxville nese 402.6028 126,552 65,660 100.105 727,232 | Atl t G Ss pt 13 Henry , 
riff 120,250 11,284 9,949 + 8,032 + 106,929 7 , ~ é anta, ra., Sept. o. hen) & 
7 Tr Ss sas TeIT TTY SET RTT New York, Sept. 13.—Although| | AS , = . blis! 
AES 602 210,¢ 32.822 3,119,267 fa ‘ Cabaniss, noted Southern pubiiss 
*Los Angeles,.1933 1,523,266 18,188 69,809 749,205 125.243 |newspaper advertising in August) ene > 
Diff 28.910 15,586 59,110 83,617 5,976 continued to show g sin cia” tos who gave yeoman service in the caus 
93 927 iis ; 4 | q YT oC Qn , 2 show sé 5 . ‘ ¢ ark dat 
OO Oe +o dt Hae satus parts 4,825 , : : selq| Of @ united country in the dark dé 
Manchester fs 2 ete S136 29 12 32,447 41.202 | same month of last year for the field) . 11 the Civil War, died at I 
i 29 ¢ + 4.706 6.46 » OO8 53,723 : ; P yllow y YiV ar, oh at 
TH TT RTT, 7.69800 741 160.3961 as a whole, the gain in total lineage | *‘ me tee Ss ca 7 : the agt 
: 6,445 é o ‘ rh 10,396 | . ac y ‘ > at 
‘Memphis ....1983 592,169 223 106 QO. 76 158244001 was by no means spread evenly over| home here last night a had 
Diff 84.328 50S ; 152 + 57,913 : es : ania ) yas ¢ > heat 
ae Bait = ey ce we the various classifications, Apvertis-| 86. Though he was at the heal’ 
' 6 ’ { is 31,65; ) 625 ,935,02¢ F ‘ ee e | ‘ , Spati . ing s } 
Milwauke .1933 1,157,898 173,585 65486 1970482 /1NG AGE’S analysis of figures supplied| Many publications during ee 
Din : 196,483 = O54 =e 932 __+ 249,139 *5.45° | by Media Records, Inc., indicates. | business career, he was ar 
UB} ,385,.563 SH 32 6,657 249.075 2.329.478 ont - . ‘ ac . isher 1t 
Montreal .....1983 1.242823 419.945 99 699 256,912 2 190,470 The total lineage, including legal,| a8 the former publishet : as 
if + 67.99 « - - - _ 2 g a y din | " q shic e as 
oe 740 90 13,958 7.045 ES37 + 189.008 | carried by the newspapers in 77 lead- | /anta Journal, of whic h ve iat 
93 5,693 82.435 72.488 14.486 % 85 3 ; AM . ‘ | etaff rs i > 1s Ute 
iccnwsiee Shae sherk eae axe betas pred beigre jroo |ing cities during August, 1934, was ap- | Staff member at the time of oe 
ce ae mes e ae ee 5S:5% ‘781 | proximately 6.5 per cent greater than| He was one of the or = etl 
1 i L. 854,887 3 46 78,5 5, $ snd » 3 3 : ye ‘ Por . regi P 2» Pour 
New Ovlecna..t05s eek tes tide ease Hee ree ns peer ars that carried by the same papers in | @ forme} president ot the aaa 
ae ak. vant ot S008 12.565 60.837 1.998] August of last year, this analysis | Newspaper Publishers a ware 
3 533,726 97 ? F XS ' : — rice-presi 7 > Associa 
biniw tare + + reer ire +: ate anaes shows, but only three of the classi-| Vice-president — of the firector 
. oa P46 Lee .O83,5 », 846 905,793 ) é e P Ipece a © j > a alr , 
Litt I87. 602 + 51.685 fications showed a gain, the other | Press and at one time a Publistel 
" ag ‘ 2710 fe ° ° ee rips. y Spe i WoLsee" 
IA ++ a 23,2900 319,628 1 two registering a loss. |the American Newspapet 
K nae eee lan sat » 846 bb ip 1 | Association. — 
1934 £27,320 m 96 Two Show Loss Known as “Colonel” Cabaniss 
Niagara Falls 1933 o38,216 51,0768 47 a : : isher ‘ ‘ > autnes 
mieten itt :89'104 7158 ett ae In this latter group were financial,| publisher had a more au" 
ad a : ad ‘c title than mam 
phe 646,657 190,970 16,832 305.861 1,270.68; | Which has been more or less con-|¢laim to this title ; a he sua 
ee ee ee dt erate 14,882 816.050 1.783.378 | sistently below 1933, and general,| Though in his teens when te” 
Dif 4.115 24.967 + 1.950 10.189 512,689 ' ay -oke into flan 
1934 693.84 211,08 7.919 oo 405” 1.281.861 | Which has never previously been un-| dering slave issue brok¢ of i 
Okla. City 1933 ; $74,988 268 $09 5,308 11,571 192,204 1,163,603 der the 1933 figure. he entered the later — vas a 
) 57,3 + 9,39 3,652 +3 + 98,25 a : : . int ne a @ ser and Wer” 
1934 671,006 211,401 94,879 3.668 163,658 1,154,409 rhe largest proportionate sain conic . as vem aft of cee 
‘Omaha Dift wera tt rg rane *.225 “18.820 1.305.709) was registered by the automotive signed to duty on the st 
1 mp4 |) hh ah 1.084 ,O58 53.16” 5 ao oa . ° . ’ ° ‘ ot os ap . Var . ; 
1934 1094.271 790.18 114.433 or ‘deer Tego oo; | Classification, with this year’s line- Gustavus W. Smith. after ‘a 
Peoria 1933 950.660 240.603 141.099 10,581 196.699 1.636.233 | age running something over 84.1 per| Returning to Atlanta g? gounll 
rift 83.6 > rf \¢ rg qt ‘ ‘ too } > ) 
: 7 ms ‘ 7 5 i an = 4) cent ahead of last year. Retail line-| War, Col. Cabaniss help : oe 
if O7 sf in rary 0 Bh 804 5OL.O57 3,55 4833 yl ; F ae Are and yecalt 
“Philadelphia .1938: » 124,256 699.824 908.734 $1,184 57,017 Ti4.557)age Was up about 8.3 per cent, and the Daily New Era, ane interr! pt 
wit 50,787 3 7 7.023 75 any: 1) 0 —_ P P yen anager e 1 tudietes 
7 ; - 13 - - + - “e : sa ; 1.081 | classified showed a gain of approxi-| business manager. H mpleté 
193 3.613 0 15.0 7.889 24,27 793.726 " ic ichine career to comp 
Phoenix 1932 415.613 169,458 130,512 10.59 107.904 san.oz7,| mately four per cent. his publishing career t ' re rsit) 
f ¢ oon & 65 ’ > AR ® 27 i a ‘ : cS rey : _—r R . nivel: J 
= t : 18 as ‘ — 01 2.706 + 16,367 i547! General advertising, on the other|education at the | ted in 155% 
w34 702,42 69,83 45.837 ; 246,825 > 60.43 . a‘ Yooreis s~henc » graduated ** ” 
*Pittsburgh 19328 1.671.996 0389 159.010 4a 875 |S Gan He hand, dipped 8.4 per cent below the | Georgia, whence he gracu thereaftel 
Dift ao 24,065 13.14 + 47,950 + 14.49") 17933 figure, and financial lineage fell He served many pape rm jour. 
1ys4 TOG S05 226,193 101,907 291,850 1.345.884 = | ine ing ¢ Famous 1a eke 
Portland 193 671,473 61.512 154,561 279,494 1.391138 | OF 10.7 per cent. nila eiting a _ MS at reached he 
bint is 35,319 2.654 12.356 45,251 Detailed figures for each of the! Southern Cultivator, 0 - wheb 
eT I re — . . ‘ 183): 
re Seth ath aa SES aet fasta S2.084  1.58",006 | cities measured are presented in the) Zenith of his power 10 ought 
rovidence Use | # lo, Os Oe, ‘ o 78.365 .471,629 P os > . c > wus 
Diff 112.242 11/851 18.6 3.699 4114377] table on this page. The total figures | With other Atlantans, he its DOP 
, = : — -zs a 7 rs ' _ : 1 directed +t 
Reading 1933 io2 dr 137-661 "72 580 112.011 1.174.270 |for each city include legal lineage, | Atlanta Journal and © 
Drift 359,675 547 32,09 £13,093 4418828] Which is not shown elsewhere. ,icies for 17 years. 
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AOADCASTERS 
TIN CONVENTION 
DATCINCINNATI 


welfti Annual Meeting To Be 
Momentous One 


3.—The 
wing army of users of radio will 
“ek alert eyes toward Cincinnati 
3 lay, as the 12th annual con- 
ation of the National Association 
~ Broadcasters goes into action at 
15 ,» Netherland-Plaza Hotel for a 
‘0. ceday session, during which it 
-)| endeavor to answer all of the 
|problems and a few new ones. 
there will be an air of relief in 
ddence, as the result of the govern- 
hent's anti-trust suit against the 
imerican Society of Composers, Au- 
Publishers, which, to 
ijLudmrase it conservatively, was a thorn 
1-6. the side of the radio experts. 


4: bors and 


Thi However, a note of apprehension 
i sy be sounded as the anguished 
<a> geal of educational and other non- 


oft organizations become more pro- 
a ggpunced. These individuals and so- 


1,045.4 sies would like a share of broad- 
iting facilities—the larger the 
ogc iammeter. A hearing on the subject will 
~=*-. beld by the broadcast division of 


> ¢4.eqtee Federal Communications Com- 
0G sions Oct. 1. In the meanwhile, 
/>*;<qikie National Association of Broad- 
_’ “asters will canvass the situation, 
\\\, BB» vital point of which is that there 
+3 n't enough good time to go around 
- 34 ght now. 


a Dill on Program 

134 The opening session Monday morn- 
ng will include talks by C. C. Dill, 
ng04.94 S. senator from Washington; 
ampson Gary, chairman, broadcast 


a vision, Federal Communications 
umission; and William Hard, 
lwhington magazine writer and 

eage i) commentator, who has chosen 


‘for his subject, “Radio and Human 
| Liberty.” 

| Alfred J. McCosker, of WOR, New- 
jark, N. J., president of the Associa- 
tion, will give his opening address as 
a prelude to the speeches of the dig- 
nitaries from Washington. 

The Monday afternoon meeting 
will be headlined by Philip G. 
Loucks, managing director of the 
N. A. B., who is expected, among 
|}other things, to report on the Ameri- 
can Society of Composers, Authors 
j}and Publishers situation. Henry A. 
| Bellows, chairman of the legislative 
committee, will report, as will 
| Joseph A. Chambers, of WLW, Cin- 
|cinnati, chairman of the engineering 
committee. 


Many Committee Reports 


“The Advertiser Builds a Program” 
‘is the subject with which H. J. Quil- 
‘liam, of KOMO, Seattle, will start 
Tuesday's proceedings. Three com- 
mittee reports are also on the pro- 
gram for Tuesday morning, compris- 
ing those of the commercial commit- 
tee, headed by Arthur B. Church, 
KMBC, Kansas City; cost accounting, 
H. K. Carpenter, WHK, Cleveland; 
and tax committee, E. M. Elkin, 
KDKA, Pittsburgh. 

John Shepard, III, code authority 
for the radio broadcasting industry, 
will give a resume of the code ad- 
ministration Tuesday afternoon. On 
the same program are E. L. Davis, 
member of the Federal Trade Com- 
mission, and Sol A. Rosenblatt, divi- 
sion administrator of the National 
Recovery Administration. The final 
event of Tuesday will be the report 
of the nominating committee and the 
election of officers. 

Fred Willis, Columbia Broadcast- 
ing System, will talk on “Widening 
Horizons” Wednesday morning, giv- 
ing his conception of the responsibili- 
ties and problems of education by 
radio. Edgar L. Bill, WMBD, Peoria, 
Ill., will report as chairman of the 
program committee and will be fol- 
lowed by Oswald F. Schuette, copy- 
right adviser of the National Asso- 
ciation of Broadcasters. 

Resolutions will be 
Wednesday afternoon. 


adopted 
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BACK? 


ays advertisers 


e age are going back to quality as 


Don't reply unless you are willing to 


C | - r 2 cl \give sufficient information to war- 
a S 6 ‘ | “A |rant an exchange of confidences. Box 
495, ADVERTISING AcE, Chicago. 
Advertisin 
3 


The rate for this department is 40 lby leading business publication for 
cents a line (not agate line); mini-|subscription sales work in Boston, 
mum, $2. |Baltimore, New York, Philadelphia, 

|Cinecinnati and other principal busi- 

a ‘ness centers. Attractive proposition 

POSITIONS WANTED |to experienced people. Write, giving 

|experience and references, Box 582, 
ADVERTISING AGE, Chicago. 


SALESMEN WANTED 


I A NOT A SALES MANAGER 
but I know how to get the facts 
needed for profitable operation by |=———————————— 
every sales manager, no matter how COPY FITTING 
aggressive and resourceful he may | 
be. Thorough training and experi-| Copy-fitting is easy with the “30” 
ence in sales analysis and market re-| TYPOGRAPH. It is the simplest sys- 
search, devising and operating sales | tem ever devised. Fits into the cor- 
contest and bonus plans. Graduate ner of your desk blotter. Send one 
Harvard Business School. Married, |@°ar (check or bill) for a copy. Al- 


lari 4 M 
Twenty-eight. Box 493, Apvertising | PeTt L. Warington, 1959 East Jeffer 


Lon Mow Sask ison, Detroit, Michigan. 
vs ay * . 


HELP WANTED Two Fishers Retire 
Advertising agency seeks a young Fred J. and Charles T. Fisher have 

account executive with sufficient bill-| retired from the executive family of 

: F General Motors Corporation. Lawr- 

ing or promising prospects to justify . . 

him working on a “show me” basis ence P. and Alfred J. Fisher con- 


tinue as members of the operating 
plus an opportunity to become a ma-| ctafy and William A. and Edward F. 


jor stockholder. Liberal cooperation, | Fisher are still executives in charge 
good fellowship, ample _ finances.|of the Fisher Body division. 
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Mida's Criterion is 50 years old . . . it 
has held a high place among wine and 
liquor journals since its beginning . . . 
but it is not on age . . . its record in 
1884 ... or its position in 1914... that 
we base the claim "First Among Wine 


Qualified men, or women, wanted | 


E AND LIQUOR JOURNALS > 


Then We Released This Letter * 
“yee 


place by a wide margin. 


Let two recent surveys give you the 
Both are unbiased reports . . . 
made without our knowledge or assist- 


Brother Starts 


_ Agency; Picked 
by Oldsmobile 


| Detroit, Mich., Sept. 13.—Advertis- 
}ing of Oldsmobile, product of Olds 
| Motor Works, a division of General 
Motors, will be handled by a new 
|}local agency to be organized by 
|D. P. Brother, at present vice-presi- 
|dent and treasurer of Campbell- 
|Ewald Company, if persistent local 
|reports are accurate. Both Mr. 
|Brother and the Olds advertising 
|executives at Lansing refused either 
|to confirm or deny the report this 
week. 

The new agency will operate as 
|D. P. Brother & Associates, and will 
| be located in the General Motors 
| Bldg. 

The Oldsmobile account was han- 
dled by Campbell-Ewald Company 
for several years, but was switched 
|to Batten, Barton, Durstine & Osborn 
in October of last year. 


Cantelou Appointed 
Clifton H. Cantelou, Detroit, has 
been appointed Michigan representa- 
tive for Vincent Edwards of New 
York. 


Slave, * 


ONS & 


/ — & F | 
“1D49 Cettemion * 
| HE Freeo 


In “reader 
preference" Mida's Criterion totaled 
more than its four nearest competitors. 
In one survey 24°, of the replies stated 
that Mida's Criterion was the only paper 
read. 


We know that Mida's has the largest 


on the yardstick to use in buy- 

a ing posters. That's fine — 

— buyers of Erie posters have a acetal 
von been there all the time. 6 


pall 


in 


‘lft Look around you! » » » 
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1t0 fla 


es of 


conclusion. 


, was @ In both, Mida's Criterion was given first 


a of Gee 


after ‘™ 


ance . . . by entirely different organiza- 
tions . . . and yet both reach the same 


erro - R 
let 8 


net paid circulation in the wine and 
liquor field . . . that it has had more 
wine and liquor advertising since Sep- 
tember, 1933, than any other publica- 
tion in the field. We believe that these 


facts give conclusive proof that Mida's 


Criterion is " 
Liquor Journals." 


Mipa's 
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eaches - ERIE PENNSYLVANIA 


GILLETTE PUBLISHING CO. 


WATER WORKS & SEWERAGE 
ROADS AND STREETS 
MIDA'S CRITERION 


First Among Wine and 
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MOSAI 


GPC 


400 W. MADISON STREET 


SPORTING GOODS JOURNAL 


CS AND TERRAZZO 


Olt AND SOAP 


POWERS' ROAD AND STREET CATALOG AND DATA BOOK 


CHICAGO, ILLINOIS 
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September 15, jo, Jame! 


NEW ‘FIND OUT 
THEME ADOPTED 


BY DEL MONTE 


(Continued from Page 1, Col. 3) 


For the fiscal year just ended, the | 


company was able to turn frowns of 
anxiety into smiles of thanksgiving, 
with a net profit of $4,131,000, which 
just about wiped out the loss of the 
preceding year. 
Will List All Products 

Re-inspired by this tangible evi- 
dence of the benefits of copy wisely 
used, Del Monte will urge magazine 
readers to “find out” some of the 
good things they may not have 
known about its line. This copy will 
be accompanied by a different pres- 
entation each month of one of the 
company’s famous products. Spin- 
ach, Bartlett pears, and peaches will 
be among foods pictured in such a 
way as to make mouths water. 

Each advertisement will contain 
an inconspicuous listing of the com- 
plete Del Monte line, with a special 
reminder to “find out about Del 
Monte Ortho-Cut coffee,” all rights 


|to which now belong to the Cali-|remarkable demonstrations Ameri- 


fornia Packing Corporation. 


| can women have ever given of what 


| Newspaper and poster copy will| they really want in canned foods.” 


‘play an important part in the fall 
| campaign, although plans are still in- 
| definite, owing to the company’s de- 
| termination to make flexibility work 
for it. Wilmot P. Rogers, advertising 
manager, indicated that heavy news- 
paper and outdoor copy will be flung 
|into the breach where special sales 
lefforts are indicated. Radio plans 
|have not yet been discussed. 

The company is using a survey of 
Needlecraft to impress on 
grocers of the country the possi- 
bilities of increasing profits by ade- 
quate stocking and display 


released gives results of this survey, 
in which 6,210 women named Del 
Monte fruits as their favorite, com- 
pared with 870 for the second brand; 
264 for the third; 132 for the fourth 
and 1,596 for all others. Almost as 
far in front is the Del Monte line 
of vegetables, according to. this 
survey. 
Six Papers On List 


“If you knew that two-thirds of 
your canned fruit customers really 
preferred one brand to any other 
you could handle,” the broadside 
said, “don’t you think you ought to 
have that brand on your shelves?” 


It called the survey “one of the most 


Printing and Adver- 
tising Advisers 


We assist in securing cata- 
logue compilers, advertising 
men, editors, or proper 
agency service, and render 
| any other assistance we can 
toward the promotion, prep- 
aration and printing of 
catalogues and publications 


Our SPECIALTIES 


(1) Catalogues 
(2) Booklets 

(3) Trade Papers 
(4) Magazines 

(5) House Organs 
(6) Price Lists 

(7) Also Printing 


Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment. all or 
any part of which is at your command, 
embraces: 


TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual, as well as Color) 


BINDING 
(The Usual, also Machine Gathering, 
Covering and Wireless Binding) 
MAILING 
ELECTROTYPING 


One of the largest and most completely equipped 
printing plants in the United States 


Printers 


Artists : Engravers : Electrotypers 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


| 


retail | 


of the | 
Del Monte line. A broadside’ just |every evening at 7:15 EDST. 


Catalogue and Publication 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


Because of up-to-date equipment and best workmen 
Because of automatic machinery—day and night service 
Because of superior facilities and efficient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 
for you? 


}return for 


Magazines on the new schedule, 
placed by McCann-Erickson, Inc., 
include Delineator, Good Housekeep- 
ing, Ladies’ Home Journal, McCall's, 
Pictorial Review and Women's Home 
Companion. 


“Plain Bill’ Returns 


Under the sponsorship of the Koly- 
nos Sales Company of Chicago, “Just 
Plain Bill,” the story of Bill David- 
son and his daughter Nancy, will 
its third year on the 
WABC-Columbia net work Monday, 
Sept. 24. The program will be heard 


Woodcox to Speak 

Vance Woodcox, advertising director, 
Kelvinator Corporation, will be one 
of the speakers at the opening meet- 
ing of Women’s Advertising Club of 
Chicago Sept. 18. Other features of 
the program will be an exhibit of 
advertising photography and enter- 
tainment by a radio headline act. 


Ford Program Resumes 

Fred Waring and his Pennsylva- 
nians will renew their semi-weekly 
broadcasting schedule Thursday, 
Sept. 13, sponsored by the Ford Deal- 
ers of America. The series will be 
heard Thursday and Sunday at 9:30 
p.m., EDST. 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight 


You will find upon investi- 
gation that we appreciate 
catalogue and_ publication 
requirements and that our | 
service meets all demands 


| 
| 
| 


_Use NEW TYPE for 


Catalogues and 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype 
and Monotype 
Faces 


We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 
have the standard faces, and special 
type faces will ve fu:nished if desired. 


Good Presswork 


We have a large number of up-to-date 
presses—the usual, also color presses 
—and our pressmen and feeders are 
the best. 


ENGRAVING 
DESIGNING 
ART WORK 


If you want advertising service, plan- 


q 


Consulting with us about your printing 
problems and asking for estimates does not 
place you under any obligation whatever. 


Binding and 
Mailing Service 


ning, illustrating, copy writing, and as- 
sistance or information of any sort in 
regard to your advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your 
matter direct from Chicago—t 
tral distributing point. 


— 
" 


e cen- 


| 
Executives: 
LUTHER C. ROGERS, Chairman 
Board Directors 
A. R. SCHULZ, Pres. and Genl. Mer. 
W. E. FREELAND, Secretary and 


| Treasurer 
eo 


(We Are Strong on Our Specialties) 


Let Us Estimate on Your Next Printing 
The LARGE and the SMALL ORDERS 


Printing Products Corporation 


Telephone Wabash 3380—Local and Long Distance 


CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 


Polk and La Salle Streets, Chicago, Illinois 


We have up-to-date gathering, stitch- 
ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
office or customers as fast as the 
| presses print. 


hin 


Executives: 
H. J. WHITCOMB, 
ice President Publication Sales 


J. W. HUTCHINSON, 
Vice President Catalogue Sales 


—_—__—_——— —— 


KROGER COMPETITION 


Here 
Is The Meaning 
Of The Words 


Oven-Dateo 


Used On All Bursley Coffees 


Every pound of Bursley’s Coffee, the instant it leaves the 
roasting ovens has been OVEN-DATED for the past eight 
years and lenger NOW OVEN-DATED with the 
“DATE BEFORE WHICH IT IS TO BE USED” to safe- 
guard you against purchasing stale coffee. 


Not Numbered Nor Dated When Délivered 


Bursley's coffees are dated at the ovens like this, “For best 

sults use before SEP'T 23,” not by placing just a number 
on the carton which means little of nothing to the purchaser. 
Nor is the coffee roasted miles away and dated when de- 
livered to your grocer. After Bursley’s coffees on your deal- 
ers’ shelves reach the expiration date they are immediately 
replaced with fresh coffees . . . you'll never get a package 
of stale Bursley's coffees 


G. E. Bursley & Co., Ft. Wayne, 
Ind., answers Kroger's “hot. 
dated" challenge with this news- 
paper advertising revealing that 
Bursley coffees have been “oven- 
dated" for the past eight years. 


Set Dates for 
6 Direct Mail 
Shows of 1934 


| New York, Sept. 13.—The schedule 


|| for the remaining six direct mail ex- 


‘hibits of the 15 to be held in 1934 
has been announced by Henry Hoke, 
executive manager of the Direct 


|Mail Advertising Association, as 
| follows: 
Boston, Oct. 9-12, Hotel Statler, 


Leonard J. Raymond, 80 Broad St., 
general chairman. 
17th annual convention. 

New York, Oct. 15-20, Horace H. 
Nahm, 352 Fourth Ave., general 
chairman. This exhibit will be com- 
bined with the National Business 
Show in the Port of New York, 
Authority Building. 

Philadelphia, Oct. 24-26, Bellevue- 
Stratford Hotel, Howard Hovde, 
University of Pennsylvania, general 
chairman. 


Cincinnati, Oct. 31.-—Nov. 2, Gib- 
son Hotel, Frank Adams, Storrs- 
Schaefer Company, general chair- 


man. Local advertising clubs are 
cooperating. 
Detroit, Nov. 6-7, Statler Hotel, 


Leslie C. Allman, Fruehauf Trailer 
Company, general chairman. 

Chicago, Nov. 19-26, Stevens Ho- 
tel, Milton Crume, Butler Brothers, 
general chairman. This will be the 
finale of the 1934 circuit. 


E.A.A. to Open Fall 
Season Monday Night 


The Engineering Advertisers’ As- 
sociation, Chicago, will hold the first 
meeting of its fall season Monday 
night at the Bismark Hotel starting 
with a dinner at 7 p.m. 

George J. Kirkgasser, president, 
George J. Kirkgasser & Co., will dis- 
cuss “New Trends of Industrial Ad- 
vertising.” Virgil D. Angerman, cir- 
culation manager, Popular Mechan- 
ics, will illustrate “New Ideas in 
Direct Mail that Have Produced,” 
and Charles M. Postl will talk on the 
“Tie-Up Between A Vigorous Body 
and A Vigorous Mind.” 


“Shadow” Returns 


“The Shadow,” popular radio mys- 
tery drama, will return to the WABC- 
Columbia network, Monday, Oct. 1, 
at 6:30 EST. The series will be 
broadcast on Mondays and Wednes- 
days for the Delaware, Lackawanna 
& Western Coal Company. 


Selby to McLain 
F. C. Selby, for many years vice- 
president of Tracy-Perry Company, 
Inc., Philadelphia, has joined the 
| staff of McLain Organization, Phila- 


This will be the | 


| 


BETROTHAL TURNGRE 
ROYAL ENDORSTa4 


INTO LUABILIT 


New York, Sept. 13.—’1 


© appeay 
ance currently in Britis} ‘Ominion 
of a Pond’s advertisement based ¢ 
the testimonial of Princess Mary 
betrothed of Prince Georve, foyp 
son of the reigning monarch, js , 
cause for satisfaction where offiej, 
of Pond’s Extract Compary are eg 
cerned, even though Marina's pre 
tige as an authority on what it taka 
to make feminine dreams come tp 
has jumped tremendously since } 


engagement was announce: 

Heads of the company, 
ishers and thoroughly aw: 
public ill-will created by < 
exploitation of the memb: 
royal family, would gladly 


advertisement if it were possibe ¢ 


do so. The copy was sch: 
appearance in the United § 
winter, but it will not be | 
The testimonial of Marin: 
sister, Elizabeth, was obta 
used in 1932, appearing in 
lish-speaking countries. 
Princess Elizabeth having 
her testimonial was deleted 


copy and Marina was used alon 


The Greek princess adve 
was scheduled for a repeat 
the dominions receiving it 


a staggered schedule made up } 
‘the 


New York offices of . 
Thompson Company. 


Usually Given Release 


The 
whose praise is sought for 
advertisers are customaril 
a release containing a cla 
ing the testimonial in the 


marriage, whereupon, if the spou 


is willing, there is created 


tunity to earn another fee throug 
the making of a new release. 
Because of the attitude of Briti 


royalty and their subjects, 
testimonial would now be 
valueless in any English 
country but the United Stat 
an English advertiser pro 
vertently in an _  advertis 


through royalty, it is customary {0 


the advertiser to appeas 
opinion with a 
charity. 


A recent instance of this kind 0 
curred when a plane towing an 4 
'vertiser’s message flew low 


outdoor gathering at whi 


George and Queen Mary appearé 
making it difficult to hear the Kin 


speech. The advertiser nm 
next available newspaper 


with a large display advertisemé 


expressing his mortificat 


mentioning the 


the royal couple’s charity 
way of atonement. 


W. Hunter Snead 


To Westvaco Salé 


Hunter Snead, for over ‘® 


W. 
years sales promotion ma 


Edwin L. Wiegand Company, : , 
burgh, has resigned to become Pr’ 


tional sales representative 


West Virginia Pulp & Paper “ 


pany, New York. 

Mr. Snead will work on P 
of Westvaco papers, and Ww 
most of his time working 
tributors in Pittsburgh, 
Detroit and Cincinnati. 


Borton Addresses Mee! 


Elon G. Borton, director 
tising of LaSalle Extension 
sity, will be the speaker at 
fall meeting of the Di 


day, Sept. 19. 
be held on the first an¢ 
days of each month. 


1 third 


Apponts Besk 
Advertising of the 
branch of the Crane 
been placed with the ‘ 


Comp 


newspapers will be 
supporting the home re 
gram planned by the 


idelphia agency, as account executive.!ing Administration. 
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contribution 


large amount 
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ISLATION 1S 


fixing. Mr. Harrington predicted that 
there will be no further increases in 
book paper prices this year. 

Mr. Harrington also discussed the 
work of the special committee on 


tion was addressed by a number of | 
distinguished visitors, including Hon. 
Clinton B. Eilenberger, third assist. | 
ant postmaster-general; Kenneth | 


Printers, Too, 
Would Like a 


| worker is always the yardstick for 


production,” he asserted. “We must 
give the worker increased purchas- 
ing power and we must put more 


. Baldridge, president of the National | ‘men to work. This can be done by 
yi labor legislation, with reference to|Editorial Association, which will | 30-Hour W eek | accreasing hours and _ increasing 
) the changes which have resulted|celebrate its golden jubilee at its | eeeaioed | wages. This will give us a more 


|from recent interpretations of Sec-|New Orleans convention, and P. L. | Chic Sept. 13.—TI textil equitable distribution of wealth.” 
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GATHER AT CONVENTION OF FINANCIAL ADVERTISERS FAMILY RESEMBLANCE IN NEW PACKAGES 
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Wickham Brothers, Inc., Scranton, Pa., recently discarded its 
related labels for this pleasing new family system, designed | 


executed by F. M. Howell & Co., Elmira, N. Y. 
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A prominent group at the F. A. A. convention in Buffalo this week. Standing, left to right, John N. tive s) 
Garver, Jr., Manufacturers & Traders Trust Company; J. Miles Easton, Northern Trust Company, Chi- privat 


site waiey oe #3 
cago; Preston E. Reed, F. A. A. executive secretary; Fred W. Mathison, National Security Bank, Chicago, : ae: oe 
treasurer; Wm. H. Neal, Wachovia Bank & Trust Company, Winston-Salem, N. C. Seated, Walter H. : a : berg, 


Johnson, Jr., Marine Trust Company, Buffalo; Robert Sparks, Bowery Savings Bank, New York, vice- = 
president; Alva G. Maxwell, Citizens & Southern National Bank, Atlanta, retiring president; G. Prather as, 
Knapp, Rand, McNally & Co. Photo courtesy "Buffalo Evening News."' (Story on Page |.) oe 
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Westinghouse, pioneer in radio, is returning to the field wi 4 “ 
comprehensive line of receivers and an all-round plan of dealer «ain, 
supported by a 26 piece set of point of purchase material desig sible t 
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A group of prominent publishers at the New York State Publishers Association with purchase of one large pack- of pon 
meeting in Buffalo this week. Standing, right to left, G. S. Griswold, "Batavia aae of Bisquick I 
News"; Frank E. Gannett, Gannett Newspapers; Frank Rogers, ‘Gloversville g ; 
Leader-Republican-Herald'; W. V. Jones, “Utica Press''; Burrows Matthews, 
"Buffalo Courier-Express"; E. H. Mills, “Gloversville Leader-Republican-Herald.” e Othe 
Seated, right to left, Harry G. Stutz, "Utica Journal-News'"; Karl H. Thiesing, for the 
met a ig comer ol Mery, Wonshedee Meemees; Right) Hlane'Fato designed thoes es 
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Grooves down the front of these 25-ounce bottles for Planters’ — , bhi Ww 
Punch and Mint Julep, products of Tom Collins Corporation, hold This unusual spectacular, just erected in Pittsburgh by Alpha Claude Neon Corporation, is 30 fee , Rous 
eight colored glass sippers, attached by the label and a —e and 65 feet long, and is notable for the varied effects which may be secured. L. P. Scoville, Jt P Voic 
band. Owens-Illinois Glass Company developed the unusual con- dent of Outdoor Advertising Agency of America, who has handled Mail Pouch outdoor advertis" = 


tainers in cooperation with Lord & Thomas, the Tom Collins agency. many years, directed the designing of the sign. 
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